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Your 
Trans ormation 

You are about to embark on a life adventure like none other. It will 

be fun, msp1nng, challenging, sleep deprived, supportive, 

educational, draining, overwhelming, but above 

all ... transformational. From th is moment forward, you will feel 

stretched every day to be your best self. At moments it will not 

meet your expectations, but in the end it w ill exceed them You will 

be surrounded by people who are here because they care about 

your success Your Career Partners will be with you every step of 

the way as you make this transformation-but the ability to 

ach1eve career success as an MBA candidate must be driven by you. 

Cons1der sports teams. The coach provides a game strategy to 

increase the odds of capturing a win. However, this effort is only 

relevant if the athletes apply focus, consistency and commitment in 

the1r trammg. The coach relies on his players to pract1ce and 

ach1eve their highest potential. Whatever goals or expectations 

you've brought with you to business school will require that you're 

"m the game" and practicing to sharpen the skills that are 

necessary to conduct a successful MBA job search. 

Th1s transformation w ill involve a broad set of experiences, and 

there w1ll be times when the value may seem unclear to you. A 

consistent theme that is echoed by each executive that visits 

campus to share insights on leadership is find value in every 

opportunity. Choose to view every experience you will have during 

your t ime at Tippie (especially those that may not have clearly 

defined value in your mind) as a chance to learn and grow-and 

that is exactly what you' ll do. 

In this handbook 

The intent of this guide is to provide a framework for increasing 

your understanding of the MBA job search and the steps and 

preparation associated with the process. 

University of Iowa I Tippie College of Business 
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Preparing for the Search 

So where do you want to go ... and how do you plan to get there? 

You returned to busmess school to sw1tch or advance your career In either scenario 
your primary goal for bemg here IS to acquire the skills to transform your career 1n 

some way. At Tippie, you will learn the tools and gain competencies necessary to excel 
m your chosen field. However, equally 1mportant to skill building in the classroom will 
be the time and effort needed to conduct a successful JOb search 

• Crafting a results-driven resume that will capture the attent1on of recruiters. 

• Building your personal brand and value proposition and learning how to 
articulate th1s brand through effective storytelling. 

• ldent1fy1ng target compan1es and understanding how your skills and expenences 
are a FIT w1th these firms. 

• Ut1hZ1ng relat1onsh1p management to broaden your busmess network-enabling 
opportumt1es to mcrease your knowledge of a function, mdustry or company, 
and creatmg mean1ngfullinks to industry that you can leverage dunng your JOb 

search 

Achieving an "A" m class requ1res hard work, dedication, and commitment to applying 
a high level of effort toward the goal The MBA JOb search is no exception 
Companies assume MBAs from top programs will bring techmcal proficiency to the 
table If you want to rank in the top 20% m the "classroom" of MBA candidates 
competmg for the best internships, you need to strive to be the best 

"Achieving an "A" in the classroom requires hard work, dedication, and commitment to 
applying a high level of effort towards the goal. The MBA job search is no exception." 

Defining Your Personal Brand [and Its Relevance to the M arketplace) 

Visualize the cereal a1sle in a grocery store for a moment. Boxes stacked 1n neat rows of the same general size and shape. If blind­
folded, you could pull from anywhere on the shelf and your result would be the same-cereal. But, let's be honest Do any of us 
want JUSt any cereal? Hardly We make our cereal select1ons based on a variety of factors. What does it cost? Is it healthy? Do I 
like the way 1t tastes' Was I aware of th1s brand before walking down that a1sle? Some boxes boast flashy colors and graphics, 
others use g1mm1cks (can you think about Frosted Flakes w1thout Tony the Tiger com1ng to mind?), others promote the health 
benefits (1f you need to lower your cholesterol, Cheenos Will make 1t happen)-and others have elected to skip the cardboard box 
ent1rely m favor of a more cost eff1c1ent plast1c sack. 

Much like we search for the brand that best suits our needs m the cereal a1sle, h1nng companies conduct a s1m1lar assessment 
when seekmg out nght fit MBA candidates for the1r bus1ness When there are a lot of brands to choose from-what is the unique 
value proposit ion that will make them select you? 

The process of defining your personal brand is daunting and it will challenge you. Don't give up. 

Defin1ng and communicating your personal brand will enable you to differentiate yourself from other candidates, which can 
accelerate your job search. Your unique brand message articulates what you can offer, provides a good indicator of what it would 
be like to work with you, and supports how you contribute and make things happen. 

You already have a brand. It's up to you to determine how you define and solidify your brand in a way that will resonate w1th 
your target audience. 

The next two pages will take you through a few exercises to get you on your way to developing your 
personal brand and unique value proposition. 
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Preparing for the Search 

Clarifying Your Unique Selling Proposition 

Core Vision 
The ability to see your life and work m a way that IS 
personally meanmgful, st1mulat1ng, msp1nng, and 

fulfilling and '"alignment w1th who you are. 

Key Components of Vision = 

Core Ideology [Values, Purpose, Pass1ons] 

• What we stand for and why we exist 

Envisioned Future [Stretch Goals, Vision Statement] 

• What we asp1re to create, achieve, or become 

Core Ideology 
Values= 

• Timeless, gUiding pnnc1ples that you care deeply about 

• Not to be comprom1sed 

Purpose= 

• Your enduring reason for being 
• It can never be completely fulf illed 

TACTICS 

STRATEGY 

VISION 

• Primary purpose is to guide and inspire 
FOUNDATIONS FOR CAREER MAN 

Pass1ons = 
• Things or 1deas that exc1te you, energize you, and/or bring you joy 

• Thmgs that have deep meaning to you 

• Can include people, places, causes, activities, skills, or knowledge 

Envisioned Future 
Stretch Goa ls {SG) = 
• Clearly articulated, bold missions that requ1re 10-30 years to ach1eve 
• Not a sure bet. 50-70% probability of success 

• May requ1re extraordinary effort beyond your current capabilittes or environment 

Vision Statement = 
• Vibrant, engagmg descnption of what the world looks like once a SG has been ach1eved 

• Evocative, concrete, tang1ble, pass1on, emot1on, conv1ct ion 
• Translate words into a rich, personally 1nsp1nng p1cture that captures the Imagination 

Self Assessment of Your Personal Brand 
DEFINING WORDS 
What 3 or 4 adJectives best describe t he value you offer? What words do you use to define you r personality? 

Suggestions. [Don't hm1t yourself] 

Collaborative 
Resilient 
Forward-thinking 
Risk-taking 

CORE STRENGTHS 

Diplomatic 
Intuitive 
Precise 
Enterprising 

Intentional 
Visionary 
Genuine 
Entrepreneurial 

In what funct1ons and responsibilit ies do you excel? 

Connected 
Ethical 
Accessible 
Adaptable 

When you're considered the "go-to person"- which qualities are generally 1ncluded? 

Suggestions: [Don't limit yourself] 

Identifying problems 
Seeing the details 
l eading 
Delegating 
Performing analysis 

Next Steps 
• Get feedback 

Motivating 
Mentoring 
Innovating 
Listening 
Facilitating 

• Define your target audience 

Communicating 
Anticipating ri.sk 
Building consensus 
Crunching numbers 
Presenting 

Fact finding 
Designing 
Coaching 
Managing conflirt 
Writ ing 

• Identify your competitors in the marketplace & what differentiates you 

• Check your personal brand for clarity, cons1stency, constancy 

Source J m Co ns & Jerry 1 Porras- Bu It to Last Successful Hab1ts of Vis1onary Compon1es 



Preparing for the Search 

Exercise to Clarify Your Unique Selling Proposition 

Core Vision 

_Tippie 
College of 

.I&&.&&. Busmess 

THE UNIVERSI1Y OF IOWA 
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The ab1lity to see your l ife and work in a way that is personally meanmgful, stimulating, msp1nng, and fulfilling and in 

alignment with who you are 

Core Ideology 
What w e st and f or and why w e exist 

VALUES 
Timeless, gwding principles that you care deeply about. 
Not to be comprom1sed. 

PURPOSE 
Your enduring reason for being. 
Primary purpose is to guide and inspire. 
Ex: '7o make people happy"- Disney 

PASSIONS 
Thmgs or ideas that excite, energize, and/or bring you JOY 
Thmgs that have deep meaning to you. 
Can include people, places, causes, activities, skills /knowledge 

Envisioned Future 
What W e Aspire to Create, Achieve, Become 

STRETCH GOALS (SG) 
Clearly articulated, bold m1ssions; require 10-30 years to achieve. 
Not a sure bet. 50-70% probability of success. 
May reqwre extraordmary effort beyond your current capabilit1es 

VISION STATEMENT 
Engagmg descnpt1on of what the world looks like once SG IS ach1eved. 
Evocat1ve, concrete, tangible, passion, emotion, conviction 
Translate words mto a nch, personally inspiring mental picture. 

Source: J1m Collins & Jerry I. Porros- Built to Lost: Successful Hoblts of V1sionory Componies 

--------------------
1111 ........ 

Values: 

1. 

2 

3 

4. 

5. 

Passions: 

1. 

2. 

3 

Vision Statement: 

Test Criteria : 
1. Fewer than 4 or 5. 
2 Examples of you living the values & suffenng costs for dotng so? 
3 If penalized for holding this value, would you keep it? 
4. W1ll they stand the test of time? 

Test Criteria· 
1 Not "what" but "why." Ask "why do I do th1s?" [3-4 t1mes] 
2 Does 1t gu1de, insp1re, and exc1te you? 
3 It's not something that you will ever fully ach1eve 
4 Will it stand the test of t1me? 

Test Criteria. 
1 Do these thmgs resonate deeply tn your heart? 
2 If you could do anything, would you do these thmgs? 

Test Criteria: 
1. Is each SG tangible, clear, and compelling to you? 
2. Is each SG energizing and inspiring to you? 
3 Are there specific metrics so you can track achievement? 

Test Criteria: 
1. Is it energizing, stimulating, and insp1nng to you? 
2. Does 1t pamt a rich picture of what the world will look like once 

you have ach1eved your primary goals? 

Stretch Goals: 

1. 

2. 

3. 

Purpose: 

{Sample Vision Statement]: "Our vision is to be the most customer centnc company; to build a place where people can come to find and 
L discover anythmg they might want to buy online." - Amazon 



Preparing for the Search 
Communicat ing Your Brand 

"It takes 20 years to build a reputation and five minutes to ruin it. 
If you think about that, you'll do things differently." - warren Buffett 

Once you've established your un1que brand proposition, the only way to make 1t relevant 
to the marketplace is by promoting it Communtcation of your brand can occur tn mult1ple 
channels-one of the most obvious being via your resume and targeted cover letters 
However, it is important to be aware that your brand is betng communtcated every day, 
including spots that may be untntentional-such as the content on your Facebook profile 

or an ematl or phone commumcat1on to a Tipple alumnus. 

Consider the power of negative press Tiger Woods comes to mtnd Revered and 
respected as the best in his profess1on Now cut to the recent negat1ve commun1cat1on of 
his brand that left us all quest1onmg h1s character-this may fade over t1me, but do you 
suppose he'll ever fully regain his positive brand? Unfortunately, for every pos1t1ve step 
you take to promote your personal brand and mcrease your relevancy to the market, one 
negative action will set you back five paces. So as you look ahead to promoting and 
protecttng your brand 1mage, be sure to cons1der the following 

Resume 
The most obv1ous comfT'unicator of your brand, but only 1mpactful1f you know your 
audience and make yourself relevant to the1r needs. Targeted resumes are necessary if 
you intend to pursue opportunities across more than one funct1on or tndustry This 
requires you to make modifications to your primary version to highlight the 
skills/experiences that are tn closest al1gnment w1th the position to which you are 
applytng Do not attempt to make a "one s1ze fits all" version, as this can cause your brand 

to be perce1ved as unfocused 

Targeted Cover Letter 
Some companies value the tntroduction of a cover letter more than others. However, 
regardless of the emphasts placed on this communtcation tool by an organizatton, a 
poorly written or irrelevant letter will sharply decrease your opportunity for success. 

TIP: ldent1fy the 3-5 competency areas that are requested most frequently by the 
tndustnes/functions you' re interested in pursumg-craft 1-2 examples from your prior 
experience that demonstrate your skills tn each of these areas [see pg 22 for additional 
informatton on how to utilize the SMART framework to create your stories]. 

Email Communication with Recruiters 1 Thank You Follow Up(s) Post-Interview 
Many employers commumcate via email, so it is cntical that you develop the sktlls to 
ensure that any promotion of your brand in th1s capacity is flawless. Avoid the tendency 
to favor a casual tone, and be aware that non-verbal cues don' t exist in this format so 1t IS 

easy for even the best tntentions to get lost tn translation. 

TIP: If you are unsure, get a second op1n1on before hitting the send button! Your Career 
Partners are here to provtde feedback on any communication that tnvolves the promotion 
of your brand. You only get one chance to make the RIGHT 1m pression. 

Networking Introduction to Alumni & Industry Contacts 
Introductions can be mtimidating and scary [see pg 42 for additional mformatton on how 
to make an introduction] And to further the mtimidation factor. the way you present 
yourself initially wtll set the stage for how the alumnus will percetve your brand 

TIP: Turn the tables. You are now the alumnus and an email message has just popped up 
from an unfamiliar name. What would you want a message from a current Tippie student 
to say? This exercise will help you understand your audience, and then consider ways to 
make yourself relevant Remember, even with busy schedules, the maJority of tndtvtduals 

genutnely DO want to help I 

Elevator Pitch at Career Fairs 
[See pg 20-21 for additional tnformatton on MBA Career Fatrs & the Elevator Pttch] . 

Demeanor & Participation at Executive Speakers 
Professional Engagement during Networking Opportunities 
Remember, every touch point is another opportunity to commun1cate your brand It is up 
to you to determine whether this activ1ty w ill have a positive or negative impact. 

Communicating Your Brand in Social Media - Facebook, Tw1tter, Linkedln 
Your online presence is another piece of 'I our brand As social networktng grows 
mcreasingly pervasive, more employers 1re utilizing these s1tes to screen potent1al 

employees. 

Quick Tip: 
Search Optimize Y n 

Virtually every company ut1' zes a 

corporate recruiting websate to source and 

hire talent. In most case~, they r~quare (for 

legal reasons) that all applicdt&ons be 

rout ed through thas process-often even 

in cases where you will have a more duect 

path to the posit1on of mterest (Career 

Services facilitated lead l'letworktng 

contact, etc.) These s1tes mclude a d1gatal 

database of resumes and when sourctn~ 

candtdates for an open pos&tions 

recruiters will use key words tn resumes to 

1dent1fy mdivtduals w&th a potenttal sk1l 

fit 

As such, 1t is tmportant to opt&mtze the 

chances of your resume betng pulled in .1 

search 

How is this achieved? 

When applying to a pos&t&On, revtew the 

JOb descnption to ident&fy key terms and 

then find ways to work these terms Into 

your resume If you are focusmg on a 

specific career path (for example 

business-to consumer marketmg with a 

consumer packaged goods company) one 

targeted version of your resume may 

address all firms within your target 

audience However tf you are targeting 

several potential career paths wtthin a 

function, you should constder havtng 

different versions of your resume to target 

each of t hese areas 

Addrt&onally, a growing number of 

compames are utiliztng soctal medra 

outlets such as linkedln and Facebook to 

search for candidates, so ensuring you 

utilize these same keywords within your 

profile on these networktng s&tes &S 

another opportun&ty to optimtze your 

odds of getting a first glance 

For more Information on ways to optimize 
your resume, visit; 

Career Rocketeer: 
Resume SEO: Get Your Resume to the Top 
http://www.careerrocketeer.com/2009/0S/r 
esume-seo-get-your-resume·to-top.html 

Create a Google Profile: 
www google.com/ profiles 



MBA Hiring Companies 

Structured MBA Recruiting Programs 

There are many entry points into organizations for MBAs The most defined path is at 
companies with structured M BA recruiting programs When students create initial target 
company lists, they are generally surprised t o find that there is little consistency in terms of 
which organizations do (or do not) have such programs Although many companies beyond 
those with structured programs do hire MBAs, those with a defined recruiting process place 
the highest level of value on the MBA. 

What Defines a Structured Program? 
MBA hiring companies with structured programs allocate spec1fic funding within their 
Human Resources function to staff a team that exclusively manages the MBA recruiting 
process All MBA hiring compan1es w1th structured programs 1dent1fy and partner with a 
small set of core schools where they focus the1r recru1tmg efforts on campus These 
selections are based on a vanety of factors, such as alignment of a school's curricular focus 
with their hiring areas, program rankings, geographic prox1m1ty, program s1ze (1e 
opportunity for y1eld), and mfluence from alumn1 (in high-level roles) Within the 
organization. 

Some compames are unwilling to look at students for their structured programs outside of 
these core schools-except for stand-out candidates they engage with through the national 
MBA career fairs, individuals who network within the organization and gain buy-in from a 
hiring manager, and/or if they do not reach their yield from the core schools. 

Other companies work with a set of target schools (on campus), but also work w1th non 
core schools Generally, this includes posting their MBA opportun1t1es w1thm a school's 
recrUiting system, accessmg resume books, and acceptmg cand1date recommendations v1a 
direct referral As many organizations rethink budget allocat1on for the time and expenses 
required to conduct on-campus recruiting, many are turnmg to v1rtual options to source 
candidates All of these recruiting scenarios requ~re MBA students to be proactive, 
prepared, and product1ve m the1r search process. 

When Does Hiring Occur? 
Generally speaking, MBA students are encouraged to launch out of the gates on day one 
ready to attack the internship search. However, fall recru1tmg has traditionally been focused 
on full time roles, and th1s continues to be the emphasis. That sa1d, compan1es that attend 
the national MBA career fairs [Sept - Nov.] have contmued to mcrease their focus on 
identifying candidates for their internship programs at these events. Additionally, there are 
companies who conduct on-campus recruiting in late fall for mternships. 

From an overall standpoint, the majority of intern recrUiting still occurs in the spring 
semester with many companies posting opportunities and VISiting campuses starting in 
January. Also worth noting is the potential for lengthy processes. For example, it is common 
for a student to meet with a company in October at a national career fair and then not 
receive additional follow-up on the process until spnng semester. like many things m life, 
patience and perseverance are virtues during the MBA recrUitmg process. 

Structured MBA hiring programs mclude both funct ional roles and Leadership Development 
Programs. Typically, firms target a specific number of MBAs for each class of hires (for full­
time and internships}, and at most firms a percentage of these roles (1f not all) will be filled 
by accepted offers from their summer internship class. Therefore, while the internship is an 
opportunity to "test drive" a specific industry or function, be mmdful t hat most structured 
hiring companies are viewing the summer as a 3-month interview process, and they are 
seeking long-term fits for t he organization via this process. 

Direct Hire Opportunities 

Alumni Insight 
Manika Bansak ('14) 
GE Capltdl 
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Ltqutdtty Monagem nt Corporate Tr('ar;ury 

I spent my summer right after the first year 
with a start-up firm within the fintech 
space. 

My search for the internship started during 
the first semester of the MBA program 
Networkmg w1th alumni through Linked In, 
career services suggestions and 
conversations with second year students, 
helped me streamline my search and target 
the right set of employers. I learnt about 
new avenues and potential opportunities as 
I interacted with people across the board. 
Fortunately, a Tipple alum was looking for 
some assistance during summer to build his 
product platform 

When I connected w1th h1m, we both 
realized that my prior experience with 
trading platforms within financial serv1ces 
and data analyt ics would be a great asset. 
was excited about the com pany and the 
product and was thrilled to be on his team. 
It was a great learning experience. 

I would encourage the mcoming students to 
start early in the1r search I cannot not 
emphasize more the importance of 
networking. Explore opportunities in fintech, 
AI, Deep learning, analytics et al. Push 
yourself out of your comfort zone. Keep 
abreast on key industry trends and evaluate 
careers' potential in the long run. 

I wish everyone a great success in their 
search 

For companies that do not have st ructured h1 ring programs, many seek to bring MBAs into their orgamzat1ons via direct hire 
opportunities. The primary difference [between structured programs and d1rect hire] is the t iming. W hile structured programs seek to fill 
t heir MBA roles in advance-typically 6-9 months before the new class of MBAs will physically join the company-direct hire 
opportunities require candidates be available to start w ithin the recruiting cycle. In most cases, 90 days IS the maximum recruiting 
timeline on these roles. Therefore, students can't realistically expect to be considered for these opportumt1es until spring semester 
[March-April range] 
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MBA Career Paths - Marketing Roles 

Business-to-Consumer (B2C) 
Business-to-Consumer Industries include: 

_ Tippie 
College of 

.~.~o~..a&.. Business 
Tm; UN! VERSt tY or IowA 

• Consumer Packaged Goods, such as toothpaste and cereal, include maJor employers like Unilever, Land O'Lakes, Nestle Punna, Pepsi Co 
and Hershey. 

• Durable Goods, such as cars and household appliances, include employers like Ford Motor Company and Wh1rlpool 

• Hi-Tech Durable Goods include electroniCS (Apple 1Phone), computers (Dell), and related electronic equ1pment. 

• Retail Services, such as Target, Lowe's, Macy's or Amazon 

B-to-C industnes are characterized by the sale of a large number of goods to a large number of md1vidual consumers. The sales cycle 1s 
typically shorter, and brand is king. Typically a large proport ion of market1ng expenditures are on brand-build1ng efforts with consumers. 
There is a tremendous amount of data available on consumers and the1r patterns of mteract1on w1th the brand, so decisions become very 
data-driven 

Brand M anagement 

The brand manager 1s the quarterback of the consumer goods world They have the htghest level of marketing responstbtlity ford specific 
brand (1 e. Healthy Choice), and are respons1ble for all matters relevant to their product(s) marketmg strategy, product development, 
pncmg, promottons, sales, quality control, and productton They must be able to influence people at h1gh levels across the organ1zat1on 
Because of the general busmess nature of the respons1b11ities and the leadership capability required, th1s IS the most "elite" of MBA 
marketmg pos1t1ons and therefore the most compet1t1ve to obtam 

Product Management 

Product Managers are the product champ1on within the consumer goods firm. They are responsible for the product's success through 1ts 
entire lifecycle, measured overal l by P&L and specifically by sales revenues, market share, and profit marg1ns The1r primary focus 1s on new 
product development and therefore they spend a lot of time and effort bridging the engineering-oriented teams and the busmess onentPd 
teams to translate customer needs into engtneering specifications and vice versa The best product managers have the ability to th1nk 
strateg1cally and ant1c1pate future customer needs, possess a techmcal aptitude to effectively communicate and mfluence eng1neers, and 
project-manage multtple efforts m new product development, product mamtenance, and marketing. 

Merchandising Management 

In the reta1l space, Merchandising Managers serve a s1mllar role to the Brand Managers of the CPG world Merchandismg Managers are 
responsible for the success (P&L) of a given category of product withm the retail space (for example, all storage products at Lowe's) They 
are responstble for developtng and executmg the right product, marketmg, and vendor strategies to achieve the categories' growth 
objectives. They wtll work with internal retail teams, Internal and external marketing agencies, and vPndor product/brand managers to 
achieve objectives. Additionally, the rise of ecommerce has created demand for merchandise management in the online retatl space 

Category Management 
The Category Manager 1s responsible for managing multiple product categories (such as toothpaste) as busmess units and custom1zmg them 
on a store-by-store basts, to satisfy shopper needs (Ntelsen def nition) The Category Manager will work collaborattvely with the retatl client 
for exchange of mformat1on and JOint busmess bUIIdmg, recommend sales growth strateg1es that will mclude new product mtroducttons, 
pncing, and promotional acttv1t1es. It's a tricky posttion that reqUires strong leadership, negotiat1on, and mfluence skills. 

Marketing Analytics 
The Marketing Analyt1cs Manager is responsible for gathering all relevant mformat1on about the consumer how they consume, how they 
make decisions, buying attributes, buying benefits (functional, social, emotional), unmet needs, and responses to marketing efforts. 1 hts 1s 
done through a combination of ana lytical data research and analysis and qualitative psychologically-based research The Consumer lns1ghts 
Manager may conduct the primary research and analysis or manage an outs1de agency. They work to both adv1ce and provide serv1ces to the 
product, brand, and merchandising managers 

Pricing and Forecast ing 
Marketers responsible for pricing and/or forecasting are responsible for developmg 
pncing strateg1es They determine what pricing structure and level should be set, under 
what t1meframe, and w1thm what mtegrated promottonal efforts to optimize profits. 
Forecast1ng spectalists w1ll predtct future sales levels dependent on a given m1x of 
marketing decisions. Th1s is typically a highly analytical role, using a large number of 
data points to identify relationships between marketing variables, consumer insights, 
and product attnbutes. They influence and support the brand, product, and 
merchandising strategtes 

M arketing Communicat ions and Promotions- Digital and Traditional 
Promottonal marketmg funct1ons can support a variety of efforts to reach and persuade 
consumers, from traditional advertising and public relations to web marketing, digital 
marketmg, social marketing, relationship marketmg, and causal marketing. These 
functtons recommend appropnate strateg1es to the Brand, Product, and Merchand1smg 
Managers, set objectives, and measure outcomes. They typ1cally work w1th a wide 
variety of mternal and external constituencieS from engineers to advertising and 
promotional agencies. 

Ma1 keters Sldlls S• 
The best marketers bring three major sk•ll c1reC!S to 
the table creat ivitY, quant itative analysis and soft 
skills like teamwork, leadership & commumcat•on 

Communication, 
Teamwork & 
l eadership 

Creativity & 
Conceptual 

Thinking 

Quantitative 
Analysis 

.~ I 

.. ..t.'T -· .. 
__ .. _ .,_ . 



MBA Career Paths - Marketing Roles 

Business-to-Business (B2B) 
B-to-B lndustnes mclude· 
• Durable Goods, such as HP blade servers, HNI office furni ture, John Deere planters, 

S1emens wastewater treatment products or Honeywell bu1lding automation 
solut1ons 

• Energy and Utilities, such as Chevron, MidAmerican Energy, and emergmg 
companies in solar, wind, and biofuels 

• Professional Services mclude financial serv1ces, management consultmg, and market 
research firms, such as Amencan Express, Burke, Millward Brown, and Nielsen. 

B·to-B industries typically have a fewer number of business customers, higher average 
sales per customer, and a lengthy, sophisticated selling process. lmagme prov1dmg 
60,000 offices to Motorola around the world, for a cont ract in the multi-millions of 
dollars Or, change management software solut1ons to a global client around the world, 
over a ten year contract. As a result, a larger port1on of the marketmg expenditure IS m 
supportmg a sophisticated sales force and process. Because of the smaller number of 
customers overall and the d1fficulty of tracking md1v1dual transactions, the mdustry 
typ1cally has much less customer data w1th wh1ch to make dec1s1ons Product marketmg 
and sales re1gn supreme. 

Product Management 
Product Managers are the quarterback of B-to-B durable goods marketing They 
develop the long term strategy for the product line's growth and are responsible for 
P&L They are responsible for all aspects of product development, marketing, and 
manufactunng quality Thmk of them as the Brand Managers of the B-to-B world 

Corporate Brand Management 
Unlike in B to C industries, in the B-to-B world a Brand Manager is respons1ble for 
building the corporate brand awareness and preference in the minds of customer 
decision makers and influencers. They are the brand champ1on (and police), making 
sure the brand positioning is appropriately presented and supported through the 
various product, marketing, and sales efforts. They do not have P&L respons1b1llty and 
largely provide a governing structure that everyone throughout the company supports. 
They work closely w1th strategy and outside agencies to develop the brand strategy and 
execute it consistently 

Marketing Research 
Because in the B-to B world there are a fewer number of large customers who have 
multiple transactions within a complex selling and mamtenance cycle, market research 
m the B-to B world relies less heavily on a large set of customer data (simply harder to 
get) and more heavily on data that is collected through interviews, surveys, and field 
sales intelligence It can be less quantitative and more qualitative, although 1t 1s equally 
important in developing sound brand and product strategy as it 1s m the consumer 
arena. 

Promotional Marketing Services 
The same promotional marketmg functions that exist to reach and persuade 
customers-found in the consumer world-are found in the B-to-B world: advertising, 
public relations to web marketing, digital marketing, social marketmg, content 
marketing, relationship marketing, and causal marketing. These funct1ons recommend 
appropriate strategies to the Product Managers, support corporate branding object ives, 
and measure outcomes. Because there are fewer customers with a intricate selling 
cycle and a complex set of influencers and decision makers, these functions typ1cally 
provide a deeper level of communicatiOn and relationship support with a fewer number 
of customers. 

Marketing Consulting 
If you choose to work m a consulting capacity in a professional services firm (either a 
consulting firm or a research agency provider, for example), you will be responsible for 
delivenng cl1ent program objectives, whether behmd the scenes or m a client-facing 
role. Project management skills and content knowledge are extremely 1mportant, as is 
the temperament to thrive in a flexible, changing client environment If you are in an 
outward facing role, communications and sales sk1lls are extremely Important "Behind 
the scenes" roles such as Research Analyst w1ll typ1cally pay less than client-facing roles, 
such as Consulting Associate. 

Other Marketing Roles t o Consider Include: 
Shopper Marketing, Digital Marketing Management, Consumer Insights, Strategic 
Marketing, New Business Development or Sales 

Business Director Insight ­
Marketing Academy 
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How compa •es mar~et today is d·fferent than 1t was just a 
mere five years ago and technology IS the wildcard that 
keeps changing the game. Three significant factors are 
driving the transformat1on 
• Access to the nternet and rapid technolog•cal advances 
make products access1ble 24/7 to consumers around the 
world, which is fundamentally changing how businesses 
reach and engage with customers. 
• A fast-paced, global economy encourages compet•tion in 
all corners of the world and gives consumers more 
Information and opt1ons. 
• OrganizatiOns of all sizes recogn1ze the growing 
mportance of the marketing discipline to the1r success. 

We have all seen the consequences when industries or 
organizat•ons lose sight of the market and stop innovating. 
There is a narrow margin for error in today's marketplace. 
Successful orgamzat1ons and leaders recognize how 
important 1t 1S to 1dentify changing customer needs, and 
innovate accordingly Market.ng •s a valuable tool In which 
businesses are willing to mvest 
Professional marketers work m a dynamic, challenging, and 
rewarding env~ronment. If you are cons• de ring a career 1n 
marketing, the Henry B Tippie School of Management's 
full·time MBA Marketmg Career Academy offers a track 
focused on managmg customers, products, and brands. 
By the end of the program you will have acquired and 
applied current technical marketing knowledge to business 
challenges. 

As a student specializing in marketmg at Tipp1e you can 
expect 

• Personalized academic and career advice: As your 
Business Director I'm here to help you make deCisions that 
w1ll maximize your potential, so you can achieve your 
academ•c and profess•onal goals. My JOb is to ensure you 
gain the technical and real-life expert1se that employers 
want from an MBA grad. 

• Real work w1th real clients through consulting projects: 
Through marketing field studies you'll prove yourself to 
clients by doing real marketing work Whether •t's 
determming the best marketing strategy for a GlAD 
Oven Ware product or putting Google grants to work for 
non-profits by analyzing statistics and optimizing SEO/SEM 
strategies, you'll get the practical marketing sk1lls needed 
to succeed 

• Dynamic academy sessions led by industry experts: We 
take build1ng your network seriously by exposing you to 
Marketing professionals at the very top of their game. 

Within three months of completing the Tippie MBA 
program, over 90% of our graduates have accepted career 
opportunities with leading companies. 

Be part of a program that w1ll encourage your interest in 
innovation develop your leadersh1p skills, teach you to 
solve problems creatively, strengthen your 
quantitative/analytical skills, and encourage your social 
responsibility 
Your marketing career prospects will be boundless. 



MBA Career Paths- Finance Roles 

Investments 

_ Tippie 
1 College of 

M.A..&&. Business 
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Depending on the mvestment organization, a firm can be involved in any one or more of these activities in an organization. So if d f1rm may 

be of interest to you, please be aware there are a vanety of businesses that may or may not be a fit for your skill set. The larger organ1zat1ons 

are often mvolved m several of these practices In most cases, a key to employment on the investment management track bes1des excellent 

analytical skills 1s cultural fit So as you prepare to mterv1ew with a firm mvolved m these busmesses, it is 1mportant to understand their 

culture, how you fit m, and what they look for because these factors are cntical to placement. 

Investment M anagement 

Investment management IS the business of manag1ng money for others Management of assets can include stocks, bonds, or real estate The 

management of assets can utilize domest1c assets, mternat1onal or global The funds invested can be e1ther for 1nd1viduals or instttut1ons, 

endowments, or combmat1ons of these three Positions in these firms would include analysts, tradmg, cl1ent serv1c1ng, or relationship 

managers Most of these firms not only requ1re very strong analytical sk1lls for analysts, but cultural fit is key. 

Hedge Funds 

Hedge funds are a way to mvest in assets. The private investment partnerships mvest m a variety of assets The b1ggest differences between 

investment managers and hedge fund managers are the ability to short Investments, as well as leverage the portfolio. So although they may 

invest in stocks and bonds, their ability to structure the portfolio differently creates a different class of investors They typ1cally hdve a much 

shorter holding period for the1r mvestments, so 1f you prefer a "faster pace," a role m a hedge fund may be preferable 

Private Equity 

Private equ1ty 1s the business of providing equity capital to private compan1es or taking a public company pnvate m their ownership 

structure A private equ1ty firm w1ll analyze the busmesses that they target, purchase, and restructure and/or reorganize the busmess c~nd 

the balance sheet, then e1ther sell the company to another private owner or take the company public. Th1s IS not flashy trading, but really 

understand1ng the nuts and bolts of the business and how to structure 1t financ1ally. 

Capital M arket s/Investment Banking 

Capital markets is the broad description of providing equity and debt cap1tal to corporat1ons. Many of the firms mvolved in this act1v1ty are 111 

reality investment bankmg firms, although the field IS broader than this subset Investment bankers underwrite debt and equity secunt1es for 

corporations. They also work on purchase and sales deals for corporations by creating the actual deal and structuring the financing 

Investment bankmg firms often times prefer undergraduate students because of the tremendously long hours required of new assoc1ates 

but a willingness to work very long hours and the ability to get a lot of analytical work done in a focused manner will indeed help you m 

placement. Fit IS important, but the desire to work long and hard is key Learn to love your Blackberry. 

Consultant s 

Consultants make recommendations to mstitut1onal and h1gh net worth clients as to how to allocate assets as well as selecting 1nd1vidual 

managers for mvestment of those assets Consultmg pos1t1ons are in two mam categones. client-facmg and mvestment due diligence. If you 

love to crunch numbers and analyze how a fund works, due diligence would be the preferred side If your skills include strong 

communication abilit1es, the client-fac1ng consultant m1ght be appealing, your role is to work with the client to put the analysts' output mto 

a plan of action. 

"Sell Side" 

The sell side 1s often what we refer to when discussmg the institutional brokerage business of the Wall Street firms. The three mam types of 

positions at such a firm include research analysts, research sales, and sales trading. The analysts on the sell s1de are a b1t different because 

communication of the1r research to clients IS a en tical element of the pos1t1on. Also, as you reach out to clients around the world, travel 

becomes a larger part of the JOb. Research sales profess1onals work with investment management firms to be the liaison between then 

organization and the research they provide The traders work with investment management firms to fulfill their tradmg needs. 

Wealth Management 

Private wealth management is the profess1on of prov1dmg mvestment advice to high net worth ind1v1duals Typ1cally you work with a client to 

establish goals, obJectives, and risk tolerances, then create a financial plan respectful of his/her needs. Although there is a strong need for 

financial knowledge, particularly of asset classes and tax issues, there 1s a large component of client servicing and client development w1th 

these roles. 

1 
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MBA Career Paths - Finance Roles 

Corporate Finance 
Corporate Frnance roles are provrdrng increasing opportunrties for movement up the 
corporate ladder Historically know n as more of a non-operat ronal role, the financrng 
needs and financial decisions of companres have grown rn rmportance such that 
successful professionals may be tapped for top corporate roles This means the 
stereotype of the "numbers geek" rs not enough rn t hrs changrng world. Soft skrlls, 
ability to work in and lead teams, and communrcatrons skills are rncreasingly rmportant 
to corporate finance professronals. Roles in corporate finance move across a spectrum 
from heavy accounting roles to a focus on investment issues, wrth a variety of 
opportunrties throughout. Again, being able to work and communicate throughout an 
organization is as important as your ability to analyze the data. 

Internal Audit/ Accounting/Tax 

Although these roles can hire MBAs, candidates typrcally need a strong accountrng 
background. 

Treasury/Cash Management 

Managrng the day-to-day financing needs of an organization This rncludes everything 
from establishing credrt lines w rth banks, managing short-term credrt needs, and i<;sues 
dealing with credrt for clrents. An accounting background is also helpful for these roles 

Risk Management 

These roles are newer to the world of frnance and may not be as developed and clearly 
defined as others Thrs role can include analyzing a variety of thrngs, from busrness nsks to 
financial nsks wrthrn an organrzatron Strong analytical skrlls are a must, along wrth the 
ability to communrcate issues in a clear, effect ive way so that senior management will 
understand the critrcal issues 

Financial Analyst/ Corporate Development 

Financial Analysts and Corporate Development are the tradrtional roles when thrnking of 
corporate finance The broad array of functions include analyzing capital budgeting 
proJects, analyzing competrtron and the indust ry, developing and rmplementing financral 
plans and budgets, long term financral planning, optrmrzrng expenses, and analyzing all 
things relatrng to the bottom line. A st rong analytrcal expertrse is necessary, but 
understanding the company from a marketing perspectrve is a plus Agarn, communicatron 
and teamwork aptrtudes are rncreasrngly important for these roles. 

Investor Relations 

Thrs role rs the liarson between Wall Street and management of public companies. You 
work closely with senior management to create the proper messaging to be delivered to 
Wall Street, whrch means access to and travel with senior management is frequent. You 
also are rn constant contact with analysts at investment firms and the St reet, so 
relatronshrp building w ith shareholders is a crit ical element of thrs role. A background rn 
journalism or PR can be a plus, but strong communicatron skills are a necessity. 

Benefits Manager 

Thrs role rs an internal investment consultant, working with retrrement plans for 
employees. Understanding investment opt ions and structure as well as communicatrng 
wrth employees is important in this role. 

Real Estate 

Partrcularly with retai l companies, real estate is a cri t ical component of the business. 
Many of these organizations have rnternal operations for acquisition and disposal of real 
estate properties. 

Corporate Development 

Thrs role rs an internal investment banking role, workrng with management to determrne 
long-term capital structure, as well as acquisit ion and disposition strategies and 
rmplementations. Although this role rs more aligned with the investment side, it can be 
housed rna Treasury of Financial Analysis role, so pay attention to the job descriptions. 
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Business Director Insight­
Finance Academy 

Finance professionals deal wrth 

constant change - darly movements in 

financial markets, new financial 

instruments, new regulations and new 

ways of interactrng wrth customers. 

Finance is a career for professronals 

who are fascinated by global financial 

markets and global financial trends. 

They are analytical, enjoy working with 

numbers and are confident using 

spread sheets and other software 

applications. They are rndividuals with 

a high level of curiosity who like to ask 

questions such as "What If?" or 

"What's the impact?" They enjoy 

absorbing large amounts of 

information, distilling it down into 

choices and evaluating the best 

options. 

The field of finance offers a wide range 

of roles - financial planning, treasury, 

risk management, new product 

development, asset management, 

consumer banking and many others. 

These positrons are found in a wide 

range of firms, includrng large global 

corporations, hrgh growth companies, 

start-ups, asset managers, consulting 

firms and others. 
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Business Director Insight- Business Analytics Academy 

Are you a problem solver, influencer and a storyteller ' Are you someone who wants to inform strategic and operational dec1s1ons, 

influence sales strateg1es and improve organizational efficiencies though the use of data? If you answered yes, t hen you should consider 

a career m business analytics. Being successful takes a clear understanding of the business environment you are operatmg in dnd 

knowledge of the company's competencies, vis1on and strategy Identifying valuable msights is only part of the solution. You must then 

be able to frame solut1ons and commun1cate to leadership and team members m a way that demonstrates your insights are valid and 

actionable. 

The 1deal cand1date for these career paths IS an mdiv1dual who has a breadth of busmess acumen and interpersonal skills combined w1th a 
depth of analyt1cal analySIS But don' t forget, you cannot be afra1d of change. Your JOb tS change. 

MBA Career Paths - Analytics, Operations and Strategy Roles 

The use of analyt1cs supports an organ1zat1on's JOurney from data to value through the connection of quantitative analysis tools to strateg1c 
goals and objeCtives. The roles requ1re a focus on understanding and analyzing data with an eye on future opportunities that the data can 
reveal. These roles are found in every industry, including financial services, healthcare, consumer goods, hi-tech, insurance, and social 
media, and are applicable m every functional area (could include marketing or finance roles listed previously) 

Management Consulting 
Consultants, whether internal or external, manage projects and relationships that mclude busmess or funct1onal experts and data 
specialists. Busmess requ1rements are translated into data analyt1cs solut1ons. lns1ghts are also packaged and communicated to leadership 
to support strateg1c in1t1at1ves or to help dnve change m the organization. 

Business Analytics Practitioner 
Roles in data analyt ics are focused on harnessing the power of "big data." Data specialists develop analytical models by developmg 
advanced stat1st1cal techn1ques. These models are used to analyze mass1ve volumes and vanet1es of constantly· changing data to help 
corporations uncover threats and opportunities, build efficiencies and make more mformed dec1S1ons 

Business Process Improvement 
Planning and 1mplementmg systems that foster a culture of continuous process improvement. These roles deliver resul t <; t hrough 
management of process Improvement portfolios, utihzmg methodologies such as Lean and Six Sigma 

Operations 
An operations analyst is responsible for managing and planning the key business tasks in an organizat ion. The role often mvolves the 
coordination of multiple processes as well as the optimization of current and long-term capacity needs. Operations analysts must often 
analyze data and 1dent1fy opportunitieS for Improvement 

Supply Chain 
L1ke an operat1ons analyst, supply chain analysts focus on the execut1on of the organization's busmess, but with a specific concentration on 
organization's interactions with suppliers and customers Supply chain analysts are often required to have a h1gh level of tcchnrcal 
proficiency, as they must often engage m forecastmg and inventory optimization. Yet 1t is just as 1mportant to demonstrate st rong 
interpersonal sk1lls as supplier and customer relations is also a key aspect of the role 

Business Analysis 
Business analyst roles vary w1dely across d1fferent companies. In some cases, the business analyst IS responsible for analyzing the external 
environment, evaluating the company's strengths and weaknesses, forecasting fu ture business needs, and 1dentify1ng opportunities for 
growth In other cases, the business analyst 1s responsible for deriving greater customer value by understanding what the customer needs, 
identifying mnovative solutiOns and then see1ng those solutions mto Implementation In almost all cases, the role reqwres cross functional 

perspective. 

Project Management 
Project managers are tasked with managing all phases of a particular project from inception to completion In some cases, the manager will 
have a role in requirements capture and 1n determining what the prOJect phases will be Project managers will often manage multiple 
projects, and must be able to clearly articulate project reqwrements and manage the timely completion of each aspect of the proJeCt. 

Leadership Development [Rotational] Program 
[See pg 15 for detailed insight on LD/Rotat1onal Programs 



MBA Career Paths-

Leadership Development Programs 

Also commonly referred to as Rotatronal Programs or M anagement Assocrate 

Programs, Leadership Development Programs (LOPs) occupy a farrly large percentage of 
the overall structured MBA hrring environment. Generally speakrng, LOPs require that 

students get hired rnto a specific funct ion (such as Frnance, M arketing, and/or 
Operations/Supply Charn), but candidates w ill t hen rotate across different functional areas 

of the business Thrs approach enables MBA candidates to gain broad perspectrve of the 
functions within a large organization, how they intersect, and the impact each area has 

rndrvidually and collectrvely on the business and its consumers. 

Timing 
LOPs vary rn length, but on average tend to be st ructured as one- or two year programs 
with a set number of rotations within that timeframe [rangrng from 6 months to 1 year] 

Some programs will rotate you across functions withrn one office [typically headquarters], 
whrle others will requrre geographrc mobility wi th rotatrons across the US. There are also 
LOPs that tnclude internatronal rotations 

Placement 
LOPs are utrlized as an intense training ground to develop leaders wrthrn an organization. 

As such, the intent following the successful completion of program rotations is placement 
[at manager level or hrgher] within a functional unit This rs not a guaranteed spot, 

however, and the placement process can be equally rigorous, requrring candidates to 
rnterview with untts where an openrng exists. 

Ideal Profile 
Although many companres wrth LOPs w ill include emphasis on a specrf ic functional area, 
overall, these programs are designed to identify and trarn future busrness leaders. This 
goal rncludes the expectatron that selected candidates w ill bring expertise w ithrn a 
functtonal area, but also strategic perspect ive necessary to operate at a high level across 
the busrness Key qualities sought by LOP hiring companies include· 

• Strong leadership profile demonstrated through prior experience 

• Exceptional communication & presentation skills 
• Ability to influence without authority 

• Strategic. Forward-thinking. " Big picture" perspective 

Sample of Companies with LOPs 

Alumni Insight 
Kimberly Swanson ('16) 
Supply Chain Specialist at the 
University of Iowa 1 Iealth Care 

Success will always come to those who are 
hardworking, respectful, and humble 
Though these qualities aren' t directly 
taught in the classroom, they are 
profoundly vital in the workplace. It's 
unfortunate that not everyone possesses 
these qualities, but rf you' re able to work 
on these characteristics durmg the MBA 
program and demonstrate on a daily basis 
that you have them, then you will 
undoubtedly stand out from the crowd 

Alumni Insight 
Kristopher Kroona ('13) 
Senior Sales Advisor Geonetric 

My advice to current and future MBA 
students is to seek as much information 
from as many people as possible during 
your times at Tippie. You are seated at a 
unique fork in the road where you can 
choose from an unlimrted number of paths 
and the biggest thing that will facrlitate 
your success id the knowledge you glean 
from those around you, including peers, 
professors, industry leaders, alumni, and 
future employers. 

Abbott Labs Coca-Cola Hell's Pet Nutntron Newell Rubbermaid Sherwin-Williams 
Amazon Colgate-Palmolive Humana Nike Standard Chartered Bank 
Aramark Cooper IBM Nrssan Stanley Black & Decker 
Archer Daniels Midland Delphi Automotive Intel Norfolk Southern Starwood Hotels & Resorts 
Asbury Automotive Group Diageo John Deere NovoNordrsk Sun Trust 
AstraZeneca Discover Johnson & Johnson Otis Elevator Syngenta 
AT&T Dow Chemical Johnson Controls Owens Corning T. Rowe Price 
Bank of Amenca Duke Energy JP Morgan Chase Paccar Target 
BASF DuPont Kaplan Pacific Gas & Elect ric Tenet 
Baxter Eaton liberty Mutual Philip Morris Texas Instruments 
BB&T Corp. Ecolab Lockheed Mart in PNC Financial Thermo Fisher Scientific 
Belden Eli Lilly L'Oreal Pratt & Whitney Thomson Reuters 
Bertelsmann Emerson Electric M& T Bank Corp. Procter & Gamble Tishman Speyer Properties 
Bhnds to Go Frdeli ty Marriott lnternatronal Prudential Financial Toys "R" Us 
BMW Ford Mars Putnam Investments Tyco 
Bosch Gavilon Group McGraw-Hill Raytheon Umted Technologies 
Bristol-Myers Squrbb Genentech Medtronic Reckitt Benckiser UnrtedHealth Group 
Burke, Inc General Electric Merck Reebok Vanguard 
Campbell Soup Co. General Mills Metlife Roche Group Volvo 
Cargill GlaxoSmithKiine Nationwrde Insurance SCJohnson Wai-Mart 
Chevron Goodrich Navrstar Sears Western Southern Fin. 
Cigna Hess Corp. Nest le Purina SEI Whrrlpool 
Cit igroup Hewlett-Packard New York Life Insurance Shell Zrmmer 
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Tippie Placement Report 

Average Data [Class of 2016] 
Accepts by Graduation 
Accepts within 3 Months 
Average Starting Salary 
Average Signing Bonus 

52% 
80% 
$86,492 
$15,417 

Full-Time Placement [2017 Graduating Class] 
•Placement data as of May 31, 2017, Final data will be reported in September 2016 

2017 Full -time Hiring Companies: 

Alliant Energy Corporation Booz Allen Hamilton 

Ails tee I CF lndustnes 

Amazon Cognizant Consulting 

American Airlines Eaton Corporation 

Bank of America Fiserv 

Barrick Gold CorporatiOn HNI Corporation 

Internship Placement [2018 Graduating Class] 

Intel Corporation 

Johnson & Johnson 

M1crosoft Corporation 

REG 

Un1ted Health Group 

Wells Fargo 

*Placement data as of May 31, 2017; Final data will be reported in September 2016 

2017 Intern Hiring Companies: 

ACT, Inc. Freeport McMoRan Pella Corporat1on 

AFLAC Global Investment General Transfer Entrepreneurs Pnncipal F1nancial Group Inc 

Amazon.com Honeywell, Inc Rembrandt Foods 

Cambridge Investment Research IDx LLC Sasaj LLC 

Catholic Charities Jaras, Inc Texas Instruments Inc. 

C1t1group John Deere & Company The Climate lnst1tute 

Code42 John Pappajohn Entrepreneunal USAA 

Center 
Commerc1al Metals Company Vertex Strategies 

Constant Contact 
Johnson County Affordable Housmg 

Vibrant Cred1t Un1on 
Coal1t1on 

CVS/ Caremark/ Corporate JPEC 
Volkswagen Group of America 

Deloitte Lancaster Pollard & Co 
Wells Fargo 

D1sh Network Lowe's Home Improvement 
Whirlpool CorporatiOn 

Dow AgroSc1ences MidWestOne 
World Class Industries 

Educat1onal P1oneers Pearson, Inc 
Z1vanta Analytics 

EMC Insurance Companies 



Tippie Placement Report 
Full-Time & Internship Hiring Companies [2014-2017] 

3M 

ABB 

AbbVre 

ACT, Inc 

Advantage He, 'the iH!• Inc 

Aegoo Asset Manager11ent 

AFI.AC Global Investments 

ALDI 

Ali•ant E.n!'rgv Corporat1on 

All~tecllnc 

Arrazon 

Arrerrcc1n A r ncs 

Assocratcd Pres~ 

Autodesk 

Bank of Am!'rrca 

Barnck Gold Corporatron 

Bayer 

Bob Barkr>r Company 

Booz All!'n Hamrlton 

Bosch 

Cambndge Investment Research 

Caprtal One 

Cargrll 

Cathol1c Chant11!~ 

cr lndustrrcs 

Crtrgroop 

CIVCO Mcd1cal Soultrons 

Code42 

Cognrzant Consulting 

Comcast 

CommNCr<tl Metals Company 

Constant Contact 

Contexr Network 

CVS/Caremark I Corporate 

Daden Group 

Darden Restaurants 

Dell 

Del01tlt' 

Delta Arrlrnes 

Dreago 

Drmensronal Fund Advrsors 

Discover Frnancial Servrces, Inc. 

D1sh Network 

DrvvyDose 

Dow AgroSc1ences 

Dwolla 

Eaton Corporation 

ECG Management Consultants 

Educational Proneers 

Eli Lily 

EMC Insurance Companies 

Emory Healthcare 

Ernst & Young, LLP 

Essendant 

Fargre Baker Daniels 

Federal Home Loan Bank 

Fiserv 

Frsher Controls InternatiOnal LLC 

Ford Motor Company 

Frank N Magid Assocrates Inc, 

Freeport McMoRan 

Gallup 

Garmin 

GE Healthcare 

General Electric 

General M ills, Inc. 

General Motors Corporatron 

General Transfer Entrepreneurs 

Goldman Sachs & Company 

Google (Brazil) 

Grupo Industrial Graiman 

Hallmark Cards, Inc 

Health Care Servrce Corporatron 

Hewlett-Packard Company 

Higher learning Technologres Corporatron 

Hillphoenix 

HNI Corporatron 

Home Depot 

Honeywell, Inc 

IBM 

lOx LLC 

lnsta-Pro lnternatronal 

Intel Corporation 

Intercontinental Hotels Group 

Jaras, Inc 

Jarden Consumer Solutions 

John Deere & Company 

John Deere F rnancial 

John Pappa,ohn Entrepreneurial Center 

Johnson & Johnson 

Johnson Cty Affordable Housing Coalrtion 

JP£C 

Kimberly Clark 

Kohler Co 

Kroger 

Kum& Go 

Kurt Salmon Assocrates 

Lancaster Pollard & Co 

Land O'Lakes, Inc 

L1berty Mutual 

Lrl' Drug 

LogMeln 

lowe's Home Improvement 

Marrs Wealth Management 

McKrnsey & Company 

Mercy St Lours 

Mrcrosoft Corporation 

MrdWestOne 

Natronwrde Insurance 

Nepsrs Cap1tal Manaement 

NorthShore Un1vers1ty HealthSystem 

Off1ce of the Minnesota Atty General 

Old Town Equ1ty LLC 

Parker Hanmfin Corporation 

Pat1ent Educauon lnst1tute 

Peabody Energy 

Pearson Inc 

Pella Corporatron 

Petco 

PGA 

PNC Bank 

Prax1s 

Pres1dio 

PrrcewaterhouseCoopers 

Prmc1pal F1nanc1al Group, Inc 

Rad1ology Protocols 

rarmngrose 

Rembrandt Foods 

Renewable Energy Group 

Ryder Systems, Inc 

Sasa1 LLC 

Scrent1frc Games 

Seven Lakes Technologres 

State Farm 
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State of Wrsconsm Investment Board 

Summrt Farms 

SunCoke Energy, Inc 

Synopsys Inc 

Takeda Pharmaceut1cals Teradata 

Teradata 

Texas Instruments Inc 

The Climate Institute 

The Hershey Company 

theiTSupportCenter, LLC 

TIAA CREF 

TOTAL Impact Cap1tal 

Traff1q 

Transamerica (AEGON} 

TRW Automotive 

Tyson 

Un1ted Alrlrnes 

United Health Group 

United Stationers 

Un1tyPoint Health 

Unrvers1ty of Iowa Endowment 

Un1vers1ty of Iowa Foundat1on 

Univers1ty of Iowa Research Foundat1on 

USAA 

Van Wagner Sports and Entertainment 

Vemon Busmess 

Vertex Strategres 

VF Corporation 

Vibrant Credit Un1on 

Volkswagen Group of America 

Wells Fargo 

Whirlpool Corporat1on 

W1pro 

World Class lndustrres 

Zrmmer B1omet 

Zrvanta Analyt1cs 
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Conducting the Search 

How to Maximize Your Results 
Understanding the t1meline 

Increasing opportunities 

Traditional versus non trad1t1onal search 

Importance of company research 

Relationshio management for long term success 
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Conducting the Search 
The Timeline 

l 
T1pp1e 
College of 
Busmess 

n liNI\, '" , t \\>1> 

The first sixteen weeks of your Tippie experience w ill be, without question, one of the bus1est t1mes of your life. Readjustmg to life as a full -umea 
student and the academic rigor of business school1s not easy Layer on top of th1s an ultra-competitive h1ring environment and the equally 
rigorous process of preparing for the internship search, and you will quickly be wishmg for more hours m a day. But with hard work ded cat1on 
and focus on your goal, you will succeed 

The followmg timeline prov1des a broad overv1ew on the sequence of act1v1t1es related to the career development process dunng your fw;t 
semester And while many of you may not begm act1vely mterv1ewmg for mternsh1ps until the spring semester, the effort you put forth 1n thea 
first semester to become a competitive cand1date will set the course for the rest of your search . 

. .. 

Alumni Insight 
Edward Reading ('15) 
Bausch+ Lomb 
Product Manager 

Personally I leveraged the Tippie network to meet 

new people and develop relationships. I believe that 

showing passion and sincere interest should be at the 

core of any job search, if you can articulate your value 

within each interaction you are a memorable 

candidate. 

Alumni Insight 
Lisa Fergusson ('16) 
Humana 
Strategic Cono;ultant, Provider Strategy & AndlytJcs 

Tippie is full of amazing resources and I tried to take 

advantage of as many as I could. The student clubs are 

espec1ally worthwhile (MBAA, Net Impact, and the 

Women's leadership Program). Career Services and 

alumn1 are also great resources for help with resumes 

and job searches. 

Alumni Insight 
Jeff Curran (' 14) 
LogMeln 
Semor Ousmeso; Operations & Strategy M<mager 

I w ould narrow my focus earlier in the process. It's 

always scary to take options off of the table, but I 

wasn't an effective applicant until I narrowed my 

search and honed my value propos1t 1on In the 

absence of a strategy, everything seems like a good 

idea. I definitely learned that in my job search process 

. . 

The Timeline 

Summer 
Prepare a competitive MBA resume [action/result focused] 
Work on personal brandmg statement & elevator prtch 
Compile networking contacts & target companies list 

Update Linkedln profile to make 100% complete 
Clean up Facebook & other soc1al media 

August 
Fmalize MBA resume 

Draft a cover letter 
Network with company contacts/fnends/alumni 

September 
Define your personal brand and elevator pitch 

Read/utilize t he Tippie Job Search GUide for your career o;earch 
Categorize your experiences for fit/behavioralrnterv1ews (pg. 28 29} 
Network with company contacts/friends/alumni 
CAREER FAIR #1: NBMBAA and Prospamca (NSHMBA) [9/26 9/ 30 
Ph iladelphia, PA] 

October 
Contmue researching compames and roles 
Network with company contacts/friends/alumni 
CAREER FAIR #2: ROMBA [10/12-10/14 Boston, MA) 
CAREER FAIR #3: NWMBA [10/19-10/21· lombard, ll) 
CAREER FAIR #4: MBA Veterans Fa1r [10/20-10/21 Chicago, ll) 
CAREER FAIR #5: NET IMPACT [10/27-10/27 Atlanta, GA) 

November 
Fine-tune functional knowledge & sharpen interview stories 
Network with company contacts/friends/alumni 

December 
Submit internship applications 
Network with company contacts/fnends/alumni 
Prepare act1on plan for winter break 
Sharpen interview stories 
Network with company contacts/friends/alumni 

• CAREER FAIR #6 . Asian MBA [TBD, not announced yet) 



Conducting the Search 
Let's start with w hat w e already know: 
The objective of your career search is to obtain a summer internship & a full-t1me role. 

The Career Services team is here to help provide you w1th the knowledge and resources 
needed in order to complete a successful career search- BUT the onus IS on you, the 
student & job seeker, to. 

1. Define your plan & set goals 
2. Execute the search 
3. Close the deal and secure a role 

A recent T1pp1e alumnus said, "The MBA job search is like another class- in order to be 
successfulm 1t you have to dedicate time, energy and resources to 1t." 

As you look ahead to your end goal (i.e. why you came back to school and what you 
want to get out of your expenence at Tippie), consider other experiences you've had up 
to this point that requ1red you to invest something to achieve your desired result. Thmk 
about other people in your personal network that you've observed put forth s1gn1ficant 
effort in pursuit of a goal What qualities led to their success? 

What got you to business school won't get you where you want to go next without 
personal and professional growth This theory can be applied in broad terms to the 
entire MBA job search experience, but it can also set the foundation for the way you 
view each step in the process. 

Application Pipeline: " Growing the Top of the Funnel" 
At th1 pomt, you've defined your brand via identification of your passions, values, 
interests and strengths, you've begun to focus your career path and how your un1que 
value proposition IS relevant, and you are on your way to becoming a skilled 
interviewee. For a few Tippie MBAs, existing connections within your personal networks 
w1ll be enough to land a solid summer internship (assuming, of course, that you are 
act1vely leveraging these connections). But for the other 95 percent of you, promoting 
your brand through the application process will be critical to your success. 

It takes a considerable number of applications to yield a small number of interviews­
and of those interviews, significant preparation is required to convert these to offers. 
There are various factors to consider when you are applying for roles: 

Career Status 
Advancer 
[Pnor experience aligned with current functional career interest] 

Changer 
[Transitioning from one function to another] 

Straight-Through 
[No pre-MBA work experience-excluding internships] 

Search Type 
Traditional 
[Seeking opportunities at companies with structured MBA hiring programs] 

Non-Traditional 
[Focused on functions/industries that don't generally have structured MBA 
hiring programs] 

Open 
[No Geographic limitations] 

Targeted 
[Geographic Restrictions] 

Candidate Status 
Domestic 
[Permanent U.S. Work Authorization] 

International 
[Sponsorship Required] 

Alumni Insight 
Erin Crawford (' 16) 
Associate Brand Manager 
The Hersey Company 
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What are three things that you did 
during your P 1 semester of the MBA 
program to help land your 
internship? 

1. I kept working at interview tactics 
that felt uncomfortable until they 
felt comfortable. You 'll know your 
elevator pitch is in a good place 
when it stops feeling awkward . 

2. I reached out to alumni to hear 
how they used their Tippie MBA as a 
platform for change. And to gauge 
my industry fit. 

3. Thanks to the guidance of the 
Tippie Career staff, I attended a 
career fair. In just a few days, you 
learn an incredible amount about 
potential paths, employers, and 
how to make your story resonate. 

Alumni Insight 
Mark Hopkins Sr. ('01) 
LegalShield 
Recruiter 

As a business owner, I'm interested 
in two things: what a person can do 
to either help me increase my 
revenue OR what a person can do to 
lower my expenses. I definitely want 
to work with that person if they 
help me do BOTH. 
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Conducting the Search 

Non-Traditional Job Search 

l 
Trppre 
College of 
Bus1ness 

ThE UNIVER'>nY ot low~ 

You will note-from the data on pg. 36-a sharp difference in the average number of applrcations for 

candidates who conducted a non-traditional job search. Non-tradrtionat again, descnbes students who 

choose to pursue a ca reer path w1thrn a functron or industry that does not typically rnclude traditional 
structured MBA recrurtrng programs. If you are fortunate to have a clear understandrng of your passion in 

life, you should follow it, even if this means departing from defined hiring channels However, as an MBA 
student it is important t o manage your expectations in this regard as your internshrp and JOb search will not 

look or feel like that of your peers who pursue traditional MBA career paths. A few factors to be aware of if 
you choose to pursue a non-traditional career path : 

1) Timing [companies without structured MBA recru iting have a shorter time frame on their hiring 

process-as such, you should not anticrpat e that you will, for example, lock rn an rnternship or full-time 

job offer months ahead of the trme rn which you'll start the role] . 

2) Structure [or lack thereof ... Non-traditiona l roles do exist, but they require additional effort on the 
candidate's part to uncover and pursue opportunities. While networking is important to any job search, 
building relationships is critical to success in a non-traditional search as these industries/functrons tend 

to involve a "who you know" factor, and internal referral is prevalent.] 

The below insight comes from a Tippie alumnus who had a passron for bicycles, and a career goal to work in 
product management within the bike industry. The steps he outlrnes provide valuable perspective on what it 
takes to create success in a non-traditional ca reer path. 

Alumni Perspective 
John Carter ('14) 
Group Manager, BladeSystem and Modular Graphis at Hewlettt Packard Enterprise- Houston, TX 

Achieving Your Life's Dream 

I don' t know that I can even imagine my "dream job" at this point. Coming back to get my MBA was more about defming 
a new journey for my career vs being stuck in a job that had no room for personal growth. Persistence, positivity, and u 
willingness to always continue learning have served me well so far mobbing into a very technical industry. To me, the 
dream is to have a career that constantly challenges me and pushes on my limits. I don' t imagine I will ever want t o stop 
trying new th1ngs and learn more. To enable that, I positioned myself within an industry that is constantly redefining 
itself, so that I can work to tackle new and exciting projects in whatever form they may come. 

That value of my MBA was more about learning how to think and less about the actual facts that I learned. Don't let this 
process of cnt1 cal thinkrng and continued education stop with school. The biggest thing that dnves me crazy w1th new 
MBA rnterns is that so many focus on their jobs like an undergrad. They come in wantrng to JUSt do that "ass1gnment". 
The rnterns who thnve are those who go beyond what they are asked to do and apply the1r cr1t1cal thrnking skills to solve 

problems that aren't even being asked. 



Recruiter Insight 
I ma Klauke- divvyDose 

When I look at recruiting someone from a 
full-t1me MBA program, like the University 
of Iowa, my expectation 1s that they are 
more polished than other candidates and 
that they can contribute immed1ately I 
expect that they have not only thought 
out, but rehearsed their value proposition 
and can clearly articulate how they can 
(specifically) add value Working closely 
with the Career Services team is critical­
as they can help you strengthen your 
p1tch. When I bring an MBA candidate m 
for a final interv1ew, sen1or management 
IS looking for an MBA candidate to have 
already explored the company, industry, 
and competitors in the space. They want 
to see that candidates are Intellect ually 
cunous and that they ask great questions. 

Always bring paper and pen to JOt down 
notes in an mterv1ew. This is also helpful 
so that you can reference the questions 
that you thought up before the 
interview Once in an mternsh1p or role, 
try to think through quest1ons that you 
have and explore 1f you have the 
resources to come up with an answer. It's 
always more impressive to show 
managers that you attempted to figure it 
out Typically, they are more than happy 
to help, but I bet you will surprise yourself 
with what you are able to figure out using 
the content from all the amazing classes 
that you took at Tipp1el 

Conducting the Search 
Tracking Your Progress 

Ideal scenono. You subm1t a resume for an opportunity of interest and wit hin a few 

days you receive a follow -up specifying whether you've been selected for an mterv1ew. 

Reality You submit a resume for an opportunity of rnterest and receive an auto­

generated ema1l w rthrn 1-2 busrness days specifying that your resume has been received 

and you will be contacted if your skills and experience ore aligned w1th the position 

requirements. You receive no addit1onal communication from th1s employer and make 

the assumption that you haven't been selected. Three months go by and-out of the 

blue-you receive a call from a recru1ter at th1s company rndicatmg that t hey would like 

to schedule a first round rnterv1ew 

Influence the factors that are within your control. 

Unfortunately, none of us have the power to determine recruiting timelines-on the 

contrary, you will often be left questioning them. However, you do have the opportunity 

to influence how you manage th1s process from your side, mcluding how you track your 

progress Put yourself rn the "reality" scenario for a moment w ith no tracking process rn 

place. Will you feel prepared to respond to this recru1ter w ith lim1ted to no know ledge 

of the role, when you applied, alumn1 w1th1n the company, and other key company 

vitals? Remember, you w1ll work hard to capture these opportunrt1es to promote your 

brand-make sure you are prepared to represent your best self! 

You will be encouraged to maintain a trackmg mechanism for your applicatron process, 

includrng key rnformation and contacts associated with each company and role. The 

below is a recommended framework 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
Sample Tracking Document 
[The below 1s JUSt example content - the networking contacts l1sted are not real) 

DATE 

9/15/17 

9/18/17 

9/20/17 

9/26/17 

~MPANY 
AEGON USA 

Best Buy 

St of Wisconsm 

Investment Board 

Google 

- ---+--
10/5/17 Scotia Capital 

- !---

10/15/17 RW Baird 

10/18/17 

10/21/17 

11/5/17 

11/15/17 

11/18/17 

Vanguard 

Amazon.com 

UBS 

Cit1group 

Allstate 

Investments 

JOB TITLE 

LOP Internship 

SFA Intern 

Associate 

Summer Assoc 

Summer Assoc 

Investment Assoc 

MBA Finance 
Summer Intern 

Finance LOP 

Summer Assoc 

APPLICATION 

OUTCOME ---
Invited to interview; 

No offer 

Applied, not invited 

Invited, 2 rounds; Offer 

Applied; not invited 

Invited to interview; 
No offer 

Applied, not invited 

Invited to mterview; 

No offer 

Applied; not invited 

Applied; awaiting 

feedback 
------

Consumer Banking I Applied awaiting 

Associate 1_feed_b_a_c_k __ 

S A 
. Applied, awaiting 

~NETWORKING 
ENGAGEMENTS 

John Smith (title, ph/em 

Jane Doe (title, ph/em) 

Kevrn Jones (title, ph/em 

Dave Lee (t1tle, ph/em) 

) 

) 

Sally Nelson (title, ph/em ) 

-

-1 Paula Hill (title, ph/em) 
Sam Johnson (t1tle, ph/e m) 

Bill Paulsen (t1tle, ph/em 
Jason Klein (title, ph/em 

) 

) 
+- ----

Ted Jackson (title, ph/em ) 

Kelly Ford (title, ph/em) 

-

--

--

-

--

-
Jack Kel ly (title, ph/em) 

Personal contact Jill Tam 
(t1tle, ph/em) 

-----
Contact from NSHMBA: 

Jim Bremmer (title, ph/e m) 
--t­

Jan Brown, Tipple Alum 

(ph/email) -encouraged me ummer ssoc1ate 

1 
f 
eedback 

----'--------__ ......_ ____ _ to apply 
--~ ------

REFERRAL 

SOURCE 

On Campus 

On Campus 

Job Postmg 

Career 
Website 

CS Referral 

Job Posting 

NSHMBA 

Career Fair 

Job Posting 

Personal 

Networking 

Job Posting & 
NSHMBA 

Alumni 

outreach 
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Company Research 

l 
T1pp1e 
College of 
Bus1ness 

1\tr UNllif.R'inY 01 lo""' 

Imagine givmg a presentat1on to a room full of people who share expertise 1n a spec1fic subject matter Assuming you are not also an expert m this 
area, would you ever cons1der stepping to the pod1um to present without conductmg any research in advance? For most this would be a ternfymg 
proposition As you begm to prepare for the interv1ew process, you will want to g1ve the same care and consideration to educating yourself on the 
company, including key v1tals on the organization, why you're mterested and-most Importantly-why you· rea fit. The below worksheet w1ll 

prov1de a framework for your company research act1on plan. 

••••••••••••••••••••••••••••••••• 

COMPANY/ INDUSTRY 

••••••••••••••••••••••••••••••••••••• 

About the Orgamzat1on 

Trends Affecting the Firm 

••••••••••••••••••••••••••••••••••• 

• 
• 
• 
• 
• 
• • • 
• • 
• 
• 
• 
• 
• 
• 
• 
• • 

···································~ 

• 

Key Players [Top Management & Tippie Alums- if applicable) 

• • • • • • • • • • • 

Brands I Products I Services 

• • • • • • • • • • • • • • • • • • • • • • • • • •••• 

Recent News 

• • • • • • • • • • • • • • • • • • • • • • • • 

Why Are You Interested? 
• 
: Why Are You a Fit? 
• 

• ••••••••••••••••••••••••••••• 

L1st 3 5 key skills/competencies about your personal brand that align with th1s role/company. 

• ••••••••••••••• 
• • • • • • • • • • • • • 
How will you articulate these umque skills/strengths to the company to demonstrate you are the best cand1date? 

• • ••••••••••••••••• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •• 

Consider 3-5 quest1ons for the interviev er (or alumni withm the organization) 

• 
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• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

COMPANY / INDUSTRY Key Players [Top Management & Tipp1e Alums- if applicable) 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

About the Organization Brands I Products I Services 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

Trends Affecting the Firm Recent News 

•••••••• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

Why Are You Interested? Why Are You a F1t? 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

List 3-5 key skills/competencies about your personal brand that align w1th th1s role/company 

• • • • • • • • • • • • • • • • • • • • • • • • • • • 

How will you art1culate these unique skills/strengths to the company to demonstrate you are the best candidate? 

••••••••••••••••••••••••••••••••••••••••••••••••••••••••• 

Consider 3-5 questions for the interviewer (or alumni within the orgamzation) 



25 

••••••••••••••••••••••••••••••••••••• • • • • • 

l 
Ttppte 
College of 
Bus mess 

hn lJNI\'ERSTTY Of IC \\:11 

COMPANY / INDUSTRY Key Players [Top Management & Tippie Alums - if applicable] 

About the Orgamzat1on 

Trends Affecting the Firm 

••••••••••••••••••••••••••••••••••••• 

I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I 

• 
• 
• 
• 
• 
• • 
• 
• • • 
• • • 
• 
• 
• 
• 
• • 
• 

• ••••••••• 

Brands I Products I SeNices 

••••••••••••••••••••• • 

Recent News 

·····························································~········································ ... 
Why Are You Interested? Why Are You a Fit? 

••••••••••••••••••••••••• 

List 3-5 key sk1lls/competenc1es about your personal brand that align w1th th1s role/company 

• • • • • • • • • • • • 

How will you articulate these unique skills/strengt hs to the company to demonstrate you are the best candidate? 

• • • •••••• • • • • • • • • • • •••••••••••••••••••••••••••••••••••••••••••••• 

Cons1der 3-5 questions for the inteNiewer (or alumni w1thm the organ1zat1on). 



Alumni Insight 
Brady Ellet s ('14) 
C IVCO Medical Solutions 
D1r tor, CommercializatiOn Strategy 

From graduatton to my career it was a very 

smooth trans1t1on Tippie definitely prepared 

me for my job. The MBA is as much about 

lea rning a new w ay of thmking, than learning 

techmcal skills. Worry about how it all links 

together in the bigger picture After undergrad 

the first couple of years on a job, you can do 

terrible on a job, and they'll tell you, " better 

luck next t ime". Once you graduate from the 

MBA program, they' re paymg you an extensive 

salary to get these projects right the first time. 

Make sure you' re able to apply those skills 

that you learned. Also knowing how to work 

w1th a dtverse population is very important, so 

gettmg to know your classmates early on is 

very helpful, for example on a company 

project you could be working with an engineer 

and a advertising mdivtdual. From a 

professtonal development perspective, Tippie 

has been a huge help. Going into your first job 

I would say have realistiC expectat ions on your 

first role, not much on the company name or 

title, but on the role that you're playing there. 

Also make sure that you're networking from 

day one; that is really important. Sometimes 

people are afraid, and are scared to network, 

reach out early before you need a resource, 

build those relationships, it's not about how 

many people you can network with, it's about 

how many people remember you and 

establishmg that relationship for when you do 

need them. 
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Relationship Management 

"Whether you like 1t or not, people decide how they feel about you within the first two 
seconds of seeing you, or hearing you, if it's on the phone. If they like you, they will 
unconsciously tend to see the best in you and look for opportuntties to soy 'yes.' If they 
don' t like you, the opposite is true." - Harvard School of Health Sciences 

Importance of Networking 
The word "networking" elicits many responses, many of which are negative, but the fact remains 
that it 1s the foundation of not only a successful job search but a life skill that directly correlates 
to an mdtvtdual's personal and professional success over their lifetime. The proof is in the 
numbers and the numbers suggest that nearly 75% of all JObs are found through networking. So 
regardless of your current perceptton of "networking," if you want to be successful in your MBA 
career search you need to embrace its power, put it mto practice, and continue to hone your 
skills Here are a few t1ps to get you started. 

Making the Introduction 
Whether you realize 1t or not you currently have an act1ve soc1al and professiOnal network and 
you are butlding upon it datly By makmg the choice to attend Ttppte, not only dtd you open the 
door to a network of cohorts, but also the door to a network of faculty, staff, and alumni. This is a 
tremendous opportunity and a great place to start. Be advtsed that networkmg at 1ts core IS 
relat10nsh1p development, and relattonshtps take time, so be pat1ent. That sa1d, you need to be 
prepared to do the work. Technologtes like email, lmkedln, and Facebook have made 1t easter 
than ever to tdentify and reach out to alumni and professionals w1th1n your target orgamzat1ons 
and industries Make these technologies part of an integrated approach that utilizes the phone 
and face-to face engagements when possible to further develop the relationship. There is no 
substitute for the value gamed from personal interaction so take advantage of those 
opportunities when you have them. 

Treat the initial engagement as you would any first interaction. Spend some time getting to know 
the other person, but be respectful of their time and only ask for a small amount early on. Ask 
open-ended questions, listen, and be interested and genuine. People love to give advice, share 
their experiences, and for the most part help others. As such, ask questions that will help you 
obtain the informatton you are seeking and be prepared, if asked, to share the same informat ion 
with them, includmg how they may be able to help you . Be careful here though, because the 
response to that question is NOT "get me a job." Your goal should be to learn about and meet as 
many new people as you can. One way they can help is to share or recommend other mdtvtduals 
from the1r own network that they feel may be able to provide additional value and mstght m your 
quest to learn If you are fortunate enough for them to pass along a referral, follow up 
immediately, and circle back to let them know you did and what, if anythmg, came of 1t 

Maintaining Connections 
As menttoned above, th1s process takes time, so don' t expect Immediate results, and in general, 
don't expect anythmg m return outside of the time and insight they are willing to provide A core 
tenet of a good networker IS the mmdset that they give more than they w1ll get If you don' t 
currently have that mmdset, you need to develop it. 

Stay in touch wtth the tndtvtduals m your network on a regular basis. It doesn' t have to be daily or 
even weekly to be effect1ve. It does have to be relevant though. If you come across an article 
that may be of mterest to them, pass it along with a short note. Set up a schedule to follow up 
monthly or quarterly w1th an update on w hat is going on in your world and mqUire the 
same. Obviously, certain instances may require more f requent or less frequent interaction so 
gauge that accordingly and be respectfu l of their time. Keep an open mind and remem ber that 
everyone you meet regardless of the situation has the potential to become part of your network 
if you allow them to. 

One approach that can be useful m both making the mttial connectton and the subsequent 
follow-up is to take the time to look at it from the other person's vtew Before you reach out, take 
the t1me to ask yourself, "If I received this communication, how would I respond?" Demonstratmg 
empathy through this process will enable you to consider th1s questton and adJUSt 
accordmgly. Networking IS very much about the golden rule treat others as you would like to be 
treated 

Networking takes time, it takes work, and it takes persistence and patience. If you embrace it 
with a positive attitude and an open mind you will find it to be a very fulfilling and rewarding 
process. 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 
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The Interview Process 

The road to career success would be far less wmding and complex if we could just make 
the mterv1ew process standardized and predictable. Unfortunately, 1n reality there is little 
consistency from one company to the next in terms of how they choose to approach the 

process Cons1der these factors. 

Timing 
Is it a one hour mterview, or on all day series of SIX interviews? 

Players 
Will you meet w1th a recruiter, a hiring manager, or the entire team? 

Content 
What will they ask and how will they ask it to get what they wont from you? 

Delivery 
Will they be engaged and toke a friendly tone or favor intimidation tact1cs? 

While it's likely that you'll have advanced notice regardmg at least a few of these factors 
(for example, an mterview Itinerary outlinmg who you w1ll be meeting w1th IS typ1call you 
need to be ready to navigate through uncertamty The best way to ach1eve success m this 

process IS s1mple: Practice. Then practice some more. 

Thmk a bette ~ u not a bran 11 \ vou M J I u wml 11 any 11telh 1 h 
dtet program ou don t bwld I ug muse les 1n 1 r~t we k no m do you d 
month Instead vou slowly develop new habtts new strengths and new a twns 

ndE rs A thor lh Ltkeablftt Fa tor Ho~ t Bo Y: u Fa tor & A lne row lt{e ~ l r am 

Ways to Get an Interview 
A myth worth dispelling immediately 1s the perception that on-campus recruiting 1s the only method to acquire an MBA mternsh1p or full t1me 
pos1t1on At even the largest MBA programs, placements from on-campus recrUiting make up only a percentage of the overall class As a smaller 
program that utilizes a un1quely personalized h1gh contact approach, we use mult1ple channels as a means to support Tippie students in 
creating links to MBI\ opportunities. The pnmary methods that you should familiarize yourself with include: 

MBA Focus Job Postings 
There are many organizations that don't recruit on campus but have an active interest m sourcmg talent from Tippie Most often, these 
compan1es w1ll post their opportunities m our MBA Focus recrUiting system with support from the MBA Career Services team. The MBA Career 
Serv1ces team works closely w1th posting compan1es to ensure Tippie candidates get h1gh visibility withm the recrUittng process 

On-Campus Recruiting 
Companies will visit campus to present to students, and followmg these sessions some organizations will conduct Interviews on campus 
[typ1cally occurs in conjunction with their visit, or w1thin a few weeks following], while others will post their pos1t1ons in MBA Focus and conduct 
mterviews via phone It IS Important for you to act1vely track new opportunities in MBA Focus to ensure you do not miss any opportunities of 

mterest 

Career Services Direct Referrals 
We prov1de a h1gh level of 1nd1v1dual service and support to our students, and this includes Identifying potential right fit opportun1t1es and 
following up with direct recommendations to recruiters and hiring managers whenever possible. The more you keep us aware of your eHorts, the 

better pos1t1oned we are to provide support 

Career Fairs 
An mcreasmg number of organizations are not only attendmg the National MBA Career Fairs, but they are ut11izing these venues as a primary 

recrUittng source As such, it is highly recommended that you plan to attend at least one of these events [see pg 20] 

Weekly Lead Lists 
The MBA Career Serv1ces team seeks to continually increase your exposure to the broadest set of MBA-level opportunities possible 
During the 2014-2015 school year, over 1,000 mternship and full t1me leads were distributed through the MBACS oHice across all channels. 

Staff/Faculty Referrals 
Don't forget that your Tippie partners extend to other staH and faculty Be sure to make your career interests known so that you will be top of 

mind 1f an appropnate opportunity presents 1tself 

MBA Focus Resume Books 
MBA Focus has a global resume book that enables MBA hiring compan1es to source cand1dates from a variety of top business schools around the 

globe It is important that you keep your MBA Focus profile current and check their job board regularly 

Networking, Relationship Management 
Ut1hzmg your personal networking and expanding your connections with Tippie alumm1s an essential part of your MBA JOurney [see pg 42) 



The Interview Process 

MBA Career Fairs 

Each y~ar, hundreds of the world's top employers gather to participate in nat1onal 
and regtonal d1versity career fa1rs to attract top MBA talent from around the country 
to fillmternship and full-t1me opportunities. 

The employers look to these fairs as their opportunity to cast a wider net and screen 
talent from outside thetr core target programs. They traditionally have roles 
earmarked to be filled specifically from these events. This is a tremendous 
opportumty to meet, interact, and interview with these organizations. Our 
participation as a program has steadily increased over the past several years and we 
have seen offers from these events increase at a similar rate. Students from Tipp1e 
have secured roles with organizations like Ford, Ecolab, Darden Restaurants, Kraft, 
Johnson & Johnson and ConAgra, just to name a few 

How to Maxtmize Your Experience 
A ment1oned above, th1s channel is where employers look to f1ll roles outside of their 
small set of target schools That said, we strongly encourage you to cap1talize on th1s 
opportumty. In domg so, please consider the following 

Register Early & Purchase a Membership 
Visit the conference web s1te and reg1ster to attend-at a minimum-the career fair 
portion of the event At the same time, secure a membership to the organization . 
Thts will lower your conference fee and give you access to additional career fair 
resources, such as the JOb board 

Post Your Resume and Apply to Jobs oflnterest 
One of the pnmary resources from these events is the JOb board, where employers 
post opportuntt1es and review candidate resumes. If recrUiters 1dent1fy a potential fit 
between thetr hiring needs and your profile, they will reach out prior to the 
conference to schedule an interview in advance of the fatr. The sooner you do this, 
the better Th1s activity alone can great ly enhance your conference experience as well 
as your hkehhood for success. 

Be Prepared 
Attitude and preparation are keys to success. You need to know your story, what you 
bring to the table, and what you want to do. Do your homework before the event 
and be prepared to do more at the event. Know the employers, alumni, and roles to 
the greatest extent possible Have your suits pressed, extra shirts, ties, busmess 
cards, and tw1ce as many resumes than you plan to hand out Have a plan of attack 
and be prepared to adapt to a changing environment and a certain degree of 
uncertamty 

Get Ready to Hustle 
Get a good night's rest and be prepared for a long and fast-paced couple of days 
Participate mas many networking sessions as possible. Be confident and outgomg 
Ask for the interview Your attitude is key. You need to exude confidence, pOSitiVIty, 
and polish, as everyone you interact with has the potential to lead to an 
opportumty-if not immediately, somewhere in the future if done well. 

Follow Up & Stay Connected 
This can arguably be the most important step in this entire process. You w1ll meet 
tens, if not hundreds of individuals, over the course of these events. Ask for busmess 
cards and be prepared to follow up in a timely manner. Add these new connections 
to your Lmkedln network and stay connected, corresponding with them regularly and 
purposefully They will officially become part of your expanding network, and it IS on 
you to mamtam and develop these relationships moving forward. 

Have Fun With It 
This is a great opportunity for you regardless of your comfort level in these types of 
envtronments, and with the right preparation and follow through, it can pay huge 
d1v1dends, both short- and long-term. 

[For additional details on fatr dates for this fall, please see the T1meline on pg. 34) 
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Interview preparat ion is crit ical t o 

your success? 

Practice was key for me. The STAR 

format got me ready for all 

behavioral interviews, and all of my 

interviews were behavioral with the 

exception of one case interview. I 

wrote out about a dozen stories in 

STAR format and practiced them­

from there I did mock interviews 

with career services and alumni. I 

can't stress the importance of 

practice enough, and I think mock 

interviews are the best format for 

that. I also think it's important to 

have some confidence that just 

being yourself goes a long way­

there isn' t some secret society of 

people who are much better at 

interviews than you are. Now that 

I've been on the other side of the 

table, I wish that I had entered my 

interviews with ease and 

confidence knowing that it's a two­

way street. 
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The Interview Process 
The Elevator Pitch 

You've JUSt entered an elevator, tapped the button for your floor and then stepped back to awa1t arrival at your destrnat1on 30 floors up 'tou qu1ckly 
realize the man standrng to your nght IS CEO at an organization you admire If you had only 30-60 seconds to impress this person, what would you 
want to say? 

Wikipedia defines it as "on overview of a product, serv1ce, person, group or orgomzot1on, or project and is often a port of a fundro ising, morketmg 
communications, brand or public relations program. The nome reflects the 1deo that it should be possible to deliver a pitch m the t1me span of an 
elevator ride, or approximately thirty seconds to two minutes " 

Who are you and what are your capabilities? 
When you are finally given the chance to express what makes you un1que, 1t 1s cnt1cal that you take advantage of the situat1on. Th1s IS not the t1me or 
place to "wing it." Even the best communicators w1ll struggle 1n th1s setting if not prepared, as typically time IS short and pressure is high As we now 
lrve rna world where communication is 1mmed1ate and com1ng at us from all angles, it is required that you be skilled at conveying key aspects of your 
personality quickly and concisely 

Considering the following: 

Know Your Audience 
Better yet, research them. Find out who they are and how you are relevant Dorng your 
homework will not only enable you to customize your pitch to the audience, but 1t will 
elevate your confidence and prepare you to deliver results when you're given the 
opportunity to share your story. 

Emphasize Personal Brand 
You know your strengths, and odds are there are many. However, 1t 1s important to 
emphas1ze those that will be most appealing to your aud1ence Be relevant 

Write It Down 
Comm1t to your p1tch by gett1ng 1t down on paper Consider the following: 

• What are your key strengths or pos1t1ve qualities? 
• What do you have to offer? What unique contributions will you make? 
• Why are you interested rn this company or, more generally, this industry? 
• How do you work effic1ently to solve problems? 
• Where can you draw parallels between your strengths and their need:.? 

Perfect It & Practice It 
Your h1ghest probab1lrty for success when put on the spot to art1culate your unique brand 
proposition is berng prepared. Once you have 1t written down, share rt with others to get 
feedback. Involve your Career Partners in this process-they are here to help you develop 
and represent your best self 

Don't miss any opportunity to test drive your elevator pitch Be prepared to stumble the first 
few times, and go easy on yourself! The more you practice, the better you'll get at 
articulating who you are and what you have to offer. 

Dissecting the Pitch (Kaplan Mobray Approach] 

Awareness 

Attent ion-Getting 

Confidence­
Capability 

Desire-Stimulat ing 

Urgency-St ressing 

Response-Seeking 

Notice who IS in the room, elevator, or confined space and establish eye 

contact right away 
Say hi or smile to get therr attention and introduce yourself Th1s lets them 
know who you are and gives you permission to share more rn the Interaction 

Share a quick tidbit or data po1nt that highlights something you have done 

successfully 
lnd1cate how this success 1s helping (or helped) your company or creat1ng 

impact 
Ask for the opportunity to share more at a later t1me. 
Bring the conversatiOn to a close and set up a next time to bu1ld on this short 

interact1on 

GOAL [Intended audience should walk away with a recall of three thrngs] 

1. Memory of who you are 
They should know your name 

2. Perception of what you are capable of doing 
They should remember an example of when you (or someth1ng you were associated w1th) were 

successful 

3. Belief that you can help others 
They should leave with a thought about hearing more on how your success or the success of 
someth1ng you were rnvolved w1th can help benefit others 

Source Kaplan Mobray The JOKs of Personal Brondtng {K}reate a Better You. 2009 

Kaplan Mobray 
Personal Br mdmg ExpPrt rt 1 1 

The 1 OKs of Personal Hr 11 

"Start thinkmg today about haw you 

communicate your personal brand 

attributes. Do you have a reudy-made 

statement of your value~ Are you 

developing brand ambassadors? Are you 

effectively cammumcating yOL•r brar>d 

through others? Are you ready jor tf!at 

defining moment when opportunity and 

preparation meet head-to-head? What can 

you say about yourself 1n s•)( seconds that 

can immediately change your life outcome? 

Havmg a focus on how you commumcote 

your personal brand attributes IS one of the 

most important lessons that I want you to 

take away from my book. I he more 

effective you are in commumcatmg the 

attributes that make you, a product worth 

buymg, the more value you w1/l create for 

your brand, and the stronger 1mpress1on 

you leave with others Start to craft your 

elevator pitch today and begm takmg 

inventory of your personal brand 

ambassadors. They will help you promote 

your brand so that you are not the only one 

working on your behalf and that your 

thirty-second commercial IS worth 

watching 

The way you communicate your personal 

brand attributes has a direct effect on the 

perception that others create about your 

value." 



The Interview Process 

Behavior-Based Interviewing 
The most prevalent interviewing style, behavior-based, requ1res cand1dates to draw upon past experiences to demonstrate knowledge or skill 
in a specific area Potential employers will predetermine the pnmary sk1lls needed to successfully perform in a role, and then probe with 
po1nted questions to determrne if a cand1date has the necessary skills The log1c behrnd th1s technique is that past behaviors are the best 
rnd1cators of your future performance Generally, behav1oral quest1ons begin w1th "Tell me about a t1me when. " and focus on assessrng 
busrness competenc1es such as (but not lim1ted to) leadership, strateg1c thrnkrng, analyt1cal sk1lls, and creativity 

Although some candidates elect to improvise these stories during an interview, we would caution against this approach as unplanned 
examples tend to lack structure and focus. The ability to develop powerful and concise stories that will showcase your capabilities takes time 
and practice To achieve optimal results, we recommend that you utilize the following technique to ass1st in structuring your examples. 

The SMART Framework Begins with the RESULT 
Your preparation for this type of interview should include identifying examples of situations from past experience that address the needs of 
the employer. This will include examples from your resume, as well as experiences that you were unable to include (due to space limitations, 
etc ). Storytelling is an art and, as such, it requires that you share details in a clear and focused manner Avoid painting your experience in 
broad strokes-generalizations give the employer a shallow perspective on who you are, how you possess a needed skill, and why you're the 
right person for their team. The SMART Framework, which begins with the RESULT, will enable you to define examples and then ensure you 
are targetrng the most relevant and Important deta1ls from that spec1f1c experience Remember· examples from your professional experience 
should be first priority, but you should also cons1der stories from classes, extracurricular or leadership activ1t1es, team rnvolvements, 
community service, study abroad experiences, and/or past consulting projects or rnternsh1ps. 

Result Summarized 
Briefly state the result atta1ned to capture and focus the attent1on of the interviewer 

Situation and Metric 
Th1s step should be brief. Identify the situation, task, or challenge that you faced Use metncs where poss1ble 

Action(s) 
Descrrbe the steps involved with th1s particular situat1on or challenge 
This IS the "meat" of your story Take the interv1ewer(s) through the act1ons YOU took rn th1s s1tuat1on or challenge. Agarn, avo1d 
generalizations and be clear on the role you played. Remember rnterv1ew stones should take no more than two mrnutes to complete, and the 
majonty of this time should be spent on describing your actions. 

Results 
Share the results of your actions and, whenever possible, quant1fy them. Numbers support your achievements and demonstrate your level of 
responsibility. Without taking the employer through the outcomes associated with your act1ons, it leaves them questioning the type of results 
you delivered Remember while it IS more enjoyable to share success stones, employers w1ll also ask to hear about situations that challenged 
you . When were you NOT successful in achieving a goal? In these cases, 1t 1s cnt1cal that your results 1nclude what you learned from these 
s1tuat1ons, and an example (or two) of personal growth that was ach1eved through th1s expenence 

Tie It Back 
State how this example demonstrates the way you can add value to the role you are interviewing for. 

Anticipate that follow-up questions by the interviewer are possible. When your story relates to a skill or experience that the employer wants 
to explore further, they may dig deeper with open-ended quest1ons such as: 

What were you thinking at that paint? 
Tell me more about your mteract1ons with that person 
Take me through your decision process. 

EXAMPLE: Tell m e about a time when you used a new w ay of addressing a problem . 
Result Summarized: 
One way of thinking outside the box is to engage other constituents in gleaning the best solution to a situat1on. An example of this 
was ... 

Situation and Metric: 

Dunng my internship last summer, I was responsible for managmg three large simultaneous projects. One of these projects tasked me 
w1th managmg an event, and I observed that attendance had been steadily dropping over the past two years by close to 30%. 1 decided 
to do somethmg to improve these numbers. 

Action(s): 
I designed a new promot1onal packet to go out to local community businesses ahead of our first event. In it I included a rating sheet to 
collect feedback on our previous events. I further organized internal round table d1scuss1ons to raise awareness of the issue with our 
team. 

Results: 

Upon analysis of the data we ut11ized several quality ideas we received from the commumty, made our internal systems more efficient 
and visible, and raised attendance at the event by 18%. 

Tie it back: 

This example demonstrates my ability to think outside the box in generating options to solvmg problems, which would prove beneficial 
in this role as I would be workma with imolementina new oroiects for various constituents. 
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Going Face-to-Face 
A successfulmterv1ew starts long before you step foot in the office Here are some t1ps on how to prepare and present yourself as a strong candidate 

Do Your Research 
Finding out more about the company and position helps you know if the job is a good fit for you It also helps you discover what the company is lookmg for 1n employees, 

and it will help you create tnformed questions. 

Research sources 
The company's webs1te 
Newspaper and magazine articles 
Someone who works at the company 
Job descriptions 
Company information sessions and career fairs 
For undergrads The campus career center, counselors, and professors 

Build Your Resume and Power Stories 
Just as your resume shares your skills and abilities, "power stories· are GO-second examples you can share w1th an interv1ewer that demonstrate your strengths 

To develop your resume and your power stories, consider your experience that shows. 

Motivation and passion 
Initiative 
Persuasiveness 
Good JUdgment 
Analytical skills 
Orgamzat1onal skills 
Strong commun1cat1on skills 
Leadersh1p 
Responsibility 

Develop four or five of your best power stories Each story should first explain tne Situation or task you were faced with Then expla1n the action you took and what the 

result was Practice telling these stories so you'll be ready to use them in an interview 

Create Your GO-Second Commercial 
Your commercial is a GO-second summ<~ry to share w1th your interviewer ilbout why you're exc1ted for the Interview by· 

Thanking them for the Interview 
Telling them why you're excited about the pos1t1on and the company 
Listing three or four thmgs that make you ideal for the pos1t1on. 
Telling them that you look forward to being able to share more in the course of the mterv1ew. 

Prepare Quest1ons 
Create your list of questions to ask dunng the interv1ew These quest1ons m1ght mclude 

What are the duties and responsibilities of the pos1tion? 
What does a typical day look like m th1s position? 
What do you like best about the position? Least? What do you like best/least about the company itself? 

How would you describe the culture at your company? 
What k1nd of training might I get for this pos1t1on? 

The Interview 
Make a Good lmpress1on 
Arrive 15 m1nutes early Smile and make eye contact throughout the interv1ew Your appearance is very 1mportant Men should wear a suit, a pressed dress ~h1rt and t1e 
Women should also wear a suit and a pressed dress sh1rt. During the Interview, make sure to listen carefully. When you share your power stones, do 1t with enthusiasm. 

Ask your quest1ons after the interviewer has finished asking the1rs 

Before you leave 
Thank the interviewer 
Tell them you've enjoyed meeting them and learn1ng more about the company 
Share your commerc1al 
Ask about dec1sion tlmmg 
Get their business card 
Shake hands 

Review the Interview 
First, send a thank-you note to the interviewer w1thm 48 hours By evaluating the interv1ew, you can reflect on how to improve your 1nterv1ew1ng sk1lls. It will also help you 

dec1de whether you th1nk the position IS a good fit for you Ask yourself-

Who Interviewed me? What was their role? What react1on did they seem to have to me? 
What was my overall1mpress1on of the interview? 
What would I do d1fferently7 What would I do the same? 
What things did I do or say that seemed to 1mpress the nterv1ewer? 
What Is my 1mpress1on of the job? Can I see myself doing it? 
What 1s my impress1on of the company7 Can I see myself there? What are the duties of the job 7 
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The Interview Process 

Artful Storytelling 

uaftm~ Your Interview Stones for Optimal Results 

The below competency areas represent those you can expect to encounter most frequently during the interview process. 

Analytical Skills 
E~ · Tell me about a time when you had to work with a lot of data. 

Result Summarized 

Situation and Metric 

Action(s) 

Results 

Tie It Back 

teadcrship 
Ex· Tell me about your most significant leadership experience. 

Result Summarized 

Situation and Metric 

Action(s) 

Results 

Tie It Back 

Creativity 
Ex Tell me about a time when you utilized o completely new/different approach to a situation. 

Result Summarized 

Situation and Metric 

Action(s) 

Results 

Tie It Back 
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The Interview Process 

Artful Storytelling 

Crafttng Your lnterv1ew Stones for Opt1mal Results 

Communication Skills 
Ex· How would your former co-workers descnbe your commumcatton style :> 

Result Summarized 

Situation and Metric 

Action(s) 

Results 

Tie It Back 

Goal Orientation 
Ex Tell me about two goals you've set for yourself tn the last year Did you achieve them:> 

Result Summarized 

Situation ilnd Metric 

Action(s) 

Results 

Tie It Back 

Project Management Skills 
Ex· Describe a failed project you have been involved wtth at work, and explatn why 1t was not successful. 

Result Summarized 

Situation and Metric 

Action(s) 

Results 

Tie It Back 
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Artful St orytelling 

Craft ng Your Interview Stories for Optimal Result~ 

Team Skills 
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Ex. G1ve an example of your mvolvement m a team that was less than successful. What could you hove done differently to make 1t more success/uP 

Result Summarized 

Situat ion and Metric 

Action(s) 

Results 

Tie It Back 

Conflict Management 
Ex· Tell me about a situation at work in which you experienced conflict and how you resolved It 

Result Summarized 

Situat ion and Metric 

Act lon(s) 

Results 

Tie It Back 

Ethics & Integrity 
Ex Describe a situation in which you faced an ethical challenge in the workplace and haw you resolved 1t. 

Result Summarized 

Situation and Metric 

Action(s) 

Results 

Tie It Back 
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The Interview Process 

Artful Storytelling 

Crafttng Your lntervtew Stories for Opttmal Results 

Strategic Thinking Skills 
Ex What are the three most common reasons why change m management foils m most organizations? 

Result Summarized 

Situation and Metric 

Action(s) 

Results 

Tie It Back 

Work Ethic 
Ex Tell me about a time when you went above and beyond what was expected for the benefit of your team or customer 

Result Summarized 

Situation and Metric 

Action(s) 

Result s 

Tie It Back 

Pass a on 
Ex What are you passionate about outside of work? What motiVates you? 

Result Summarized 

Situation and Metric 

Action(s) 

Results 

Tie It Back 
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General 
Tell me about yourself. 
Walk me through your resume. 
If 1 were to speak with your former supervisor, what would s/he say are your greatest strengths, and what are a few areas of needed 1mprovementl 

What would your classmates tell me about you? 
What is the biggest risk you've ever taken? 
What 1s un1que about you? Convince me you're the right person for this JOb. 
Whdt can you bnng to our company that the other candidates can't? 
Why T1pp1e? 
Tell me something about you that I wouldn't learn by reading your resume. 

Analytical Skills 
Tell me about a time when you discovered a more effic1ent way to do a work task 

Tell me about a task that really tested your analytical abilities 

Tell me about a tricky situation for wh1ch you found a simple solution 

Have you ever been m a real d1lemma at work? What did you do to get out of 1t? 

Tell me about an assignment you worked on m which you had to amass a huge amount of data and then analyze it 

Can you tell me about a situation where your analysis of a problem was deemed to be incorrect? What would you have done d1fferently? 

l.eadership 
Describe a time when you repnmanded an employee for poor performance What was the outcome? 
How do you balance client needs with company goals? 
How do you motivate subordinates? 
Tell me about a Situation at work m which you led a team well 
Tell me about a t1me when you mentored someone 
What leader do you most admire and why? 
What was your most significant leadership experience? 
What f1ve qualities do you feel define great leadership? 
Tell me about your most s1gmf1cant leadership experience. 
Descnbe one experience when you had to lead a team. 
How do you keep each member of the team involved and motivated while keeping morale high? Describe the steps you take to achieve this. 
In what Situations do you prefer to use your leadership skills' Can you give me some examples? 

Creativity 
How often do you discuss and work with colleagues to think up new systems and styles of working? 

Have you ever tried a new way of doing things' Did you succeed? 

Tell me about one case when you tried to solve a problem with a totally d1fferent approach than is normally used. What was the result? 

Tell me about a situation when you tried to solve a problem w1th ideas and methods that had not been tried before. 

lmagme you could trade places with anyone for just a week. The person could be famous or not famous, living or from history, real or fictional. With 
whom would you trade places' 
If someone wrote a biography about you, what do you think the title should be? 

If you had to be shipwrecked on a deserted island, but all your human needs- such as food and water- were taken care of, what two 1tems would you 

want to have w1th you? 

If you could have dinner with anyone from history, who would it be and why? 

If you won $20 million m the lottery, what would you do w1th the money? 

Bowling has been banned and all bowling alleys have been shut down. Tell me five interesting new uses for bowling balls. 

Communication Skills 
How would your co-workers describe your communication style? 

Give me an example of a time when you had to sell an idea. 

Give me an example that demonstrates your ability to network and, as a result, generate new business for a product or service 

Provide an example of an unpleasant client situation. How d1d you handle it? What would you have done differently? 

Tell me about a time when your opin1on was challenged. How did you handle it? 

Descnbe a time when you had to convince a person or group to re-evaluate their dec1sion 

Describe your presentation skills and experience. 

Please describe any expenence you have with negotiation or financial transactions or with negotiation in general. 

Rate your communication skills on a scale of 1 to 10 with 10 representmg excellent commumcation skills. Give me three examples from your past work 

experiences that demonstrate the selected number is accurate. 

Descnbe five things about the communicat ion within an organization that must be present for you to work most effectively. 

When you have entered a new workplace in the past, describe how you have gone about meeting and developing relationships w1th your new 

coworkers, supervisors, and reportmg staff. 

What processes do you use to clarify your written work and verify its accuracy? 

Can you tell me about a recent writmg ass1gnment, what 1t entailed, and what steps you took to make sure the ass1gnment was accurate? 
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The Interview Process - Behavioral 

Practice Interview Questions 

Goal Orientation 
Would you describe yourself as goal oriented? 

Descnbe what you've accomplished toward reaching a recent goal for yourself. 

Can you descnbe your long-term goals and objectives? 

What do you expect to be domg in five years? Ten years? 
Tell me about Initiatives you have taken to 1m prove procedures at work? Were you successful? Would you do anything differently now? 

Tell me about a time you succeeded m overcoming a major obstacle How did it make you feel? 

Project Management/Organizational Skills 
When it IS your responsibility to organize and plan a project, what steps do you take? 

How do you accommodate last minute changes that are 1ncorporated into your work? 

How do you pnoritize tasks to be completed w1thm one work project? 

Illustrate how you pnont1ze da1ly tasks 
What do you do when a project 1s not commg to fruit1on as expected due to inefficient planning? 

What steps do you take when the work of a colleague threatens the complet1on of a project? 

Teamwork 
Have you ever had a role in a team project where your role was not clearly defined? How do you handle th1s? 

When your team encounters a problem, such as 1rntat1on with another co-worker, how do you reach a good resolut1on? 

When you receive positive feedback about the completion of a project, do you g1ve your team any credit? 

When you are part of a team that is work10g exceptionally well, what do you th1nk are the reasons for th1s success? 

When did you last coord10ate your work with others m a team project? What was your most successful contributiOn? 

Tell me about a t1me when you were m a well functioning team, except for one member who was not pulling his we1ght. How did you handle 1t l' 

Conflict Management 
Have you ever had d•fficulty w1th a supervisor or instructor? How dio you resolve the conflict? 

Tell me about a major problem you recently handled Were you successful in resolvmg 1t? 

Tell me how you deal w1th h1gh pressure situat1ons 
How do you manaeP to work with people with whom you are not comfortable? What do you do in these s1tuat•ons? 

Tell me about a t1me when you helped to successfully mediate a conflict. How d1d you feel? 
Tell me about a time when you were aware of a senous m•stake made by a colleague and what did you do about 1t? 

Describe a t1me when you had a disagreement with a colleague at work. How did you manage to work it out? 

Tell me about a t1me when you had to work through some negat1vity to get work done 

Ethics & Integrity 
Tell me about a t1me when you had to make an uncertain decisiOn with the poss1b11ity of an adverse public react1on How d1d you manage the S1tuc1t10nfl 

Have you ever tried to ra1se an 1ssue that you thought may have been unlawful or not in accordance w1th professional principles? 

How would you manage a situat1on where you believed that something was not 10 compliance with profess1onal ethics? 

What would you do 1f you saw a valued customer behaving in an unethical manner? How about a co-worker? 

Strategic Thinking Skills 
How would you descnbe the term 'strategic think1ng'? 
Outline in very broad terms how you would create a strategy for sa~·, a public 10terest campa1gn 

How should you go about identifying partners as part of any good bJsiness organizational strategy? 

As you develop strateg•c v1s1on for your orgamzation, what are the five key cntena that you should focus on? 

What are the three most common reasons why change 10 management fails in most organizations? 

Work Ethic 
Tell me about a time when you had to work through some negativity to get work done. 
Would you describe yourself as a self-starter? Can you give recent examples where you d1splayed this quality? 

Passion 
There are thousands of possible careers Why do you want to follow this part1cular career? 

Describe a project you were involved in that really excited you 

What makes you exc1ted to get out of bed in the morn10g? 
Tell me about a hurdle which got 10 the way of ach1evmg an ambitious goal How d1d you go about overcommg it? 

Tell me about a time when you willingly volunteered for a task Why were you so interested in this specific task? 
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The Interview Process- Technical 
Your Ar.ad ·my Director serves as your technical and case interview expert 

T1pp1e 
Coll~ge of 
Busmess 

Getting Technical: Functionally Specific Interviews 
litl UNtVlRSTlYOF IOWA 

At th1s pornt, you've started to generate stories from your prior expenence that address the vanous competency/skill areas that are most 
w1dely sought by MBA hiring companies Contrnue th1s effort, as 1t w1ll bu1ld your confidence, make you better prepared to navigate the 
uncertainty that IS tied to any interview, and increase your odds of success when opportunity knocks As you progress through an interview 
process with a company you should be prepared for the 1nterv1ews to get more challengrng-wtth far greater emphasis placed on assessrng 
your technical skills and functional expert1se The "techn1cal rnterv1ew" as 1t 1s often referenced, seeks to understand if you have the technical 
capac1ty to operate at a high level w1thrn a spec1f1c career path Th1s can include questions to assess overall knowledge of a funct1on, as well as 
quest1ons designed to dig deeper rnto your problem solv1ng, cnt1cal and creative thinking skills, and your passion for the field 

Sample Knowledge Questions 

Marketing 
Note· They are looking for you to demonstrate both that (1) you 
understand marketing and (2) you are passionate about 1t 

• What IS your favorite brand/ad/new product/retail store promotion in the 
market nght now? Why? 

• How do you calculate market share? 
• How would you determine 1f a given product IS successful? 
• What is thE' difference between primary and secondary research? When 

would you use one vs the other? 
• What 1s market segmentation? 
• How would you as a brand/product manager think through and prioritize 

growth opportunities for your brand/product? 
• What are the different ways a brand/product manager could learn about 

the1r consumer's unmet needs? 

• How would you go about analyztng a market as the first step of developtng 
a sound brand/product strategy? 

• If you were a brand/product manager, how would you 
determ1ne the appropriate promotional plan for your brand/product? 

Operations and Supply Chain 

• What factors would you consider in determimng the location of a distribution 
center? 

• How would you improve the utilization of a process? 

• You have to process SO un1ts and have two opt1ons. In the first, you can start 2 
lines w1th 1% defect rate and a capacity of 7 units an hour In the second 
option, you can start 3 hnes w1th fewer people but a higher defect rate and a 
higher capac1ty. Looking at overall picture, which process is more efficient and 
why? 

• It costs $200 to train a new person, and a training session has an overhead 
cost of $2000 You have 220 people to process in the commg months. Given 
the normal attrition rate, you expect to lose 40 of the tramed employees. Does 
1t make sense to call for overtime or add new folks? 

• You have a fixed budget, and heat in the building IS causmg 1ncreased attrition 
Also, as your productiVIty targets are revised upwards each year, you want to 
buy a couple of machines, which would dramatically 1mprove productivity In 
particular, the machines would 1m prove the productiVIty of the best associates 
by at least 20%, but these are the same folks who are threaten1ng to walk out 
1f something is not done about temperature. What would you do? 

determine the appropriate pricing strategy for your brand/product? Cont inuous Improvement Leadership 
• determine the appropriate distribution st rategy for your brand/product? • 

Have you ever had to balance multiple priorities? How d1d you handle this? 
If you were placed In a s1tuat10n where you had to lead a team man area that 
you were very unfamiliar, how would you approach solving the1r problem? 

• If you had to advise a new Brand Manager about the pros/cons of the new • 
d1g1tal marketing promotional opt1ons, what would they be? 

• How familiar are you with the product development process? • 
• How familiar are you With the AIDA model of consumer behavior? 
• How familiar are you with product hfecycle management? • 

If you are working on a proJeCt where leadership IS not engaged, what would 
you do to make sure the project was successful? 

Please describe to me the DMAIC process and the tools used at each step 
How would you determine what samples should be used m a Gage R&R study, 

• STP framework? The 4Cs framework? 

Finance 
• Why m1ght a company choose debt over equity financing, or v1ce versa? 
• How w1ll a decrease in financial leverage affect a company's cost of equity 

capital, 1f at all? How will it affect a company's equity beta? 
• What are the different ways to value a company? 
• What is the difference between a DCF and comps? 
• What IS the difference between enterprise value and eqUity value? 
• Wh1ch of the three financial reporting statements (balance sheet, income 

Stiltl?ment, statement of cash flows) is most important and why do you 
belii?VI? thiS IS SO? 

• How does depreciatiOn affpct each of the three financial statements? 
• What ts your best mvestment idea right now? 
• If I gave you a million dollars, how would you invest the proceeds? 
• What is your investml?nt style? 
• What sources of information would you use to analyze a company? 
• What's the d1fference between IRR, NPV, and Payback? 
• What's the difference between 1-banking and Private Equity? 
• More questions can be found on the F1nance Academy ICON site 

Analytu:. ~. Operations and Strategy 
Strategy 

• 
and how do you interpret the results? 

• Can you describe when you have taught classes with leadership and the 
difficulties you encountered? 

• If you were working on a transactional project with very little data, how would 
you determine the root causes of the problem? 

• Can you describe your past experiences with lead1ng process Improvement 
teams? 

• Could you describe your most successful project? Why do you define th1s as 
your most successful' 

• Tell me about a t1me when you had a coworker come to you w1th a problem 
that you thought was trivial What did you do? 

• What are acceptable reasons for missing a deadline? 
• Describe your experience in solving a particularly d1fficult problem. Why was 1t 

difficult? 

• Have you ever deviated from expected policy or procedure? If so, w hat 
happened? 

• Give me an example of when you found a way to make your JOb easier or more 
rewarding 

• Tell me w hat each S stands for in SS and how you have addressed each one 
• What tools/software do you feel comfortable workmg with on a daily basis? 

1 e. MS Office, MS Project, M1nttab, etc. 

• How would you describe the term 'strategic thinking'? consulting 

• Outline '"broad terms how you would create a strategy for say, a publtc • What are the three most common reasons why change 1n management fails in 
campaign As part of this strategiC campa1gn, why should you carry out a most organizations? 

SWOT analysis? • What background do you have that would be helpful in consulting? 
• How should you go about 1dent1fy ing partners as part of any good business • Why consulting? 

or organization strategy plan? • 

• As you develop a strategic vis ion for your organization, w hat are the five key • 
How do you think the consulting industry is structured? 
What are some differences among the consult tng firms that are important to 

cnteria that you should focus on? 

• D1scuss the Importance of estabhshtng an appropriate basis for comparison 
in assesstng strategte capability 

• What are the three most common reasons why change 1n management fails 
in most organizations? 

you? 

• What were the sales of your last employer? What was its profitab1ltty? 
• Are you a generalist or specialist' Where do you see yourself specializing' 
• Are you competitive? 

• How are you gotng to make your decision if you get more than one offer? 

-
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The Interview Process 
Your Academy Director serves as your case interview expert 

Case Interviewing Technique: Assessing Your Problem-Solving Skills 

Case interviewing can be more broadly defined as problem solvmg. Th1s technique is used to assess your sk1lls in fields requ1rmg strong analytical 

and quant1tat1ve skills, the ability to demonstrate structured problem solvmg sk1lls, as well as other less obvious but equally 1mportant 

competencies such as active listening, interpersonal and communication skills, business acumen, performance under pressure, creativity, ab1hty 

to navigate change, address problems in a logical way, synthes1ze the findings, and articulate these results m a concise manner to the 

mterv1ewers Case interviewmg has historically been reserved for large consultmg f~rms However, in recent years many companies have started 

to adopt th1s style of questioning in an effort to gam a deeper understanding of your ability to assess a problem (typ1cally a spec1flc 1ssue facing a 

part1cular company), analyze the situation, identify key 1ssues, and art1culate how you would address the problem. 

Your Goal : 
- Identify a problem 
- Recommend a solut1on 
- Not necessarily a "right" answer 

Company is Assessing: 
- Ability to determme what mformation is needed [needs assessment] 

- Abil1ty to problem solve w1th1n restricted/defined t1me period 

-Quantitative skills 
- Thought process 
-Ability to function under pressure 

- Self confidence 
- Creat1vity 
- F1t for the company 
- Interest in problem solving 
- Ability to navigate ambiguous situations 

-Strong commumcation skills 

Expert Insight: 
David Ohrvall 
Author, Crack the Case System & Founder of MBACASE 

Structure: 
Sent in advance [Written Case) 

On the spot [Verbal Case] 

Recommendations: 
Practice 
Take 1t seriously 

- Restate 
Ask questions 
Take your time 
Thmk out loud 

- Determine assumptions 
- Check calculations 
- Consider alternat1ves 

Don't let 1t unravel you 
-Take a deep breath and relax 

"What's the point of the case interview? Why do I have to spend so much t1me mastering these random sk1lls for some interviewer?" I hear these 
quest1ons all the time It's easy to m1ss the benefits when you're stressed out and buried m case interview books, but I th1nk there are three key reasons to 
master these skills: Knowledge Integration - case interviews are the ultimate chance to pull together your work experience and academ1c trammg. You'll 
test, reinforce, and build your business knowledge; Senior Management Presence - solving problems quickly with crisp logic and practical analyt1cs IS what 
business leaders do all the time; Holistic Thinking - case interview prep teaches you to think about how to solve problems in a broad way, pulling in 
strateg1c, operational, organizational, and financia l elements. Invest t1me 1n cases and you'll accelerate your holistic understanding of how a business 

works and ultimately you'll be prepared for a vanety of roles." 

Sample Questions 
Case expert David Ohrvall visits campus in the fall to present a comprehensive workshop on how to approach and practice the case 
interviewing format. Add1t1onally, many consultmg firm websites g1ve sample cases as well as practical adv1ce on surviving their mterview 
process Included in this sect1on are a few additional case quest1on examples to get you moving in the right direct1on. 

Brain Teasers 
• How would you move Mount FUJI? [Creative] 
• Estimate the market for light bulbs in Australia [Market Sizmg/Estimat1ng] 
• You have a 3-liter bucket and a S-li ter bucket. How will you measure out exactly 4 liters of water? Assume you have an endless supply of 

water and no markmgs on the bucket. [Log1c Problem) 

• How many barber shops are there m Seattle? [Log1c Problem) 

Busmess Problems & Stra tegy 
• Your cl1ent 1s a company who makes specialist battenes for mob1 e homes [motor homes) 

1n the Umted States. The battery is very powerful, long-lasting, and of h1gh quality New 
industry conditions are occurring and motor home dealers are start1ng to use a cheaper 
battery as the 'factory standard' in an attempt to lower the overall pnce of motor homes. 
Your client's product is now only offered as an added feature for wh1ch the customer 
must pay an extra $500 to get How should your chent go about maintainmg profits given 

these new market cond1t1ons? 

"Invest time in cases and you'll 
accelerate your holistic 

understanding of how business 
works and ultimately you'll be 

prepared for a variety of roles." 



The Interview Process 

Alumni Insight 
Z.Jch try Daul ('14) 
C.or p01 dte Partnership Sale 
f c cuttve at Detroit Lions 

It was exceptionally important for me 

to have a long term career plan, 

espec1ally because I was focused on a 

n1che sports industry. Iowa helped me 

pursue plan A, while preparing for 

plans B, and C. A big part of my draw 

to attend Iowa was the network of 

Hawkeye alumn1, and it was through 

a Hawkeye alumni that helped me get 

my foot in the door in sports. If I had 

advice for Incoming students, it 

would be to have the end game in 

mind from day one. Learn all you can, 

but always keep your eye on the jobs 

you want after graduation and utilize 

career services from day one to plan 

how to get them. 

Closing the Interview 

"So what questions do you hove for us')" 

l 
Ttppte 
College of 
Bust ness 

TuE UMVLRSm Of 10\\;\ 

This statement-or someth1ng similar-heard from the rnterv1ewer(s) typically signifies that 
you' re neanng the end of the interview Although it's natural at this pornt to breathe a s1gh of 
relief, don't lose your momentum just yet! Equally Important to a strong first impress1on and 
well-crafted interview stories is your ab1hty to provide a strong closing. Before you JUmp from 
your seat and head to the door, be sure to address the following. 

3-5 Questions for the Interviewer(s) 
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• These should be thoughtful and demonstrate your interest and fit for the organization. Th1s 
should not include a regurg1tat1on of information you've gleaned from their webs1te. Review 
your company rnfo worksheet and Identify a few questions that address current issues facing 
the business. 

• Don't over think it. If you' re cons1denng working for th1s organization, what is it that you'd 
like to learn about the company and role? 

• Cons1der your aud1ence. If you are meetrng with HR, they are not as hkely to know specifics 
about the role for which you' re rnterv1ewrng, but they would be well pos1t1oned to answer 
questions about corporate culture and other "big picture" company 1ssues If you' re 
meetrng w1th the h1nng manager, th1s IS your opportunity to dive deeper 1nto the spec1fics of 
the role, the team, how they measure success, etc 

• Utilize the1r responses as an opportunity to re1terate your passion and fit for the bus1ness. 
This IS your last chance to make a pos1t1ve 1mpress1on! 

• DO NOT use this time to ask questions about benefits, salary, or other HR-related quest1ons. 
At this point you are still a prospect-these questions are appropriate once you have an 
offer in hand 

• Demonstrate pass1on. W1thout question, ending an interview with low energy, 
Irrelevant questions or- the worst case scenario-responding that you "have no 
questions at this t1me" can be deal breakers. So be sure you've done your 
research 1n advance of the interview to avoid this scenario. 

Reiterate Your Personal Brand Statement 
• It will feel natural after the Q&A portion of the interview to head for the door. Not JUSt yet! 

Do not miss the opportun1ty to re1terate your personal brand statement (what makes you 
un1que?), your passion for the role, and why you are the nght person for the JOb. People 
want to h1re people they hke AND people that share their passion for the company If you 
don' t re1terate your interest and fit, rest assured that the interviewee before or after you 
Will. 

Ask for Business Cards, Shake Hands, Smile 
• Follow1ng up after the interv1ew (see below) is also critical, so if you do not already have 

contact details for those you met, be sure to ask for business cards at this time 

• Don't underestimate the power of a sm1le. Thank them for the1r time, be genuine, and end 
with a confident hand shake Seemingly a small and obvious detail, but you'd be surprised 
how many people w1ll m1ss this step. Don't be one of those people. 

Following Up 

"Oh, I forgot to get business cards so I wasn't able to send a thank you note." 

I wish I could say that I've never heard this out of the mouths of Tippie MBAs, but 
unfortunately this mishap occurs on a fairly regular basis. At this stage 1n the process, you've 
worked incredibly hard to get the interview, and even harder to prepare for success in the 
interview. Don't allow this effort to be tarnished by neglecting to follow up. People enjoy acts 
of kindness, and a formal thank you following an interview is not only a great way to add a 
bright spot rn someone's day, but it's an invaluable opportunity to reiterate your 1nterest and 
fit for an organization Few quick t1ps: 

Pick a Talking Point & Make Yourself Relevant 
• If pressed for t1me, ANY thank you IS better than none at all. However, the most 1mpactful 

follow ups emphas1ze a specific talkrng point from the interview Reiterate a top1c from your 
conversation that w1ll be a positive rem1nder of your time together 

• Hand wntten thank you notes offer a personal touch that is rarely seen anymore, so it can 
set you apart. Email is also appropriate and prov1des more immediacy. Wh1chever you 
choose, JUSt be sure to send it w1thrn 1-2 days follow1ng the Interview. Also, be sure to have 
someone else (e.g. Career Serv1ces] review it before sending for accuracy and tone. 
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Your Career Partners 

MBA Career Services 

Cindy Meis 
D1rector - MBA Career Services 
319-353-2788 I cmdy-meis@uiowa.edu 

Employer Engagement 
Assoc1ate D1rector MBA Career Services Corporate Development 

Sarah Thayer 
AsSIStant D1rector - MBA Career Services & Recruitmg/Marketmg 
319 335-1021 I sarah-thayer@Uiowa.edu 

Career Services Emaal 
mba career-serv1ces@uiowa edu 

Tippie Career Academies 

MARKETING 

Jan Fasse 
Busmess D1rector 
319-335 34351 Jan-fasse@Uiowa .edu 

Tom Gruca 
Faculty D1rector 
319-335-0946/ thomas-gruca@uiowa.edu 

FINANCE 

Charles Fishkin 
Business D1rector 
319-384-1970/ charles-fishkin@uiowa.edu 

Amnta Nam 
Faculty D1rector 
319-335-1017 I amrita-nain@uiowa.edu 

BUSINESS ANAL YTICS 

KnsArens 
Business D~rector 
319-335 2792 I kns-arens@uiowa.edu 

Jennifer Blackhurst 
Faculty D1rector 
319-335-0643/ Jennifer-blackhurst@uiowa.edu 

Maximizing the 
Partnership 
Career success is your end goal . Your 

Tippie MBA Expenence will bring 

about the transformation to help you 

achieve it You'll feel 1t happen-a 

step at a t ime And before you know 

1t, you will reflect back t~nd SPt> that 

those incremental steps have taken 

you to new levels, stretching you m 

d1rect1ons you never thought possible 

You'll cultivate your capacity to lead. 

push new boundaries, think wt1cally 

and ana lytically, and understand 

multiple global perspectives all 

essential prerequ1s1tes for 

professional success 

We are your partners in th1s 

transformational JOurney. The Tippie 

School - our faculty, staff, and the 

alumn1 commun1ty- are all ded1cated 

to support you during this expenenre 

and beyond Take ownership of this 

transformation and your future. 

Embrace it and make it happen. 

Success will follow. 



SuggPsted Reading 
GENERAL 

Con t: sationollv Spealr:mg Tested New Ways to Increase Your Personal & Social Effectiveness, Alan Garner 
The Search for the Perfect Job Clyde lowstuter 
Crack the Case How to Conquer Your Case Interviews, Dav1d Orhvall 
Who Gets Promoted Who Doesn't ond Why, Donald Asher 

Growmg Great Employees . Turning Ordinary People into Extraordinary Performers, Erika Anderson 
The lOK~ of Persona/Branding, Kaplan Mob ray 
Getting to the Top, Kathryn Ullrich 
Never Eot Alone, t:e1th Ferrazz1 
What Got You Here Won't Get You There, Marshall Goldsmith 

How to Connect m Bus mess m 90 Seconds or Less, Nicholas Boothman 
Be the Hero, Noah Blumenthal 
Gettmg to Yes, Roger F1sher and William Ury 

The hree Laws of Performance Rewritmg the Future of Your Orgamzat1on and Your L1fe, Steve Zaffron & Dave Logan 
The & Hob1ts of H1ghlv Effective People Powerful Lessons in Personal Change, Stephen R Covey 
The Ltkeob1ltty Factor Ro1se Your L-Factor & Achieve Your Life's Dreams, Tim Sanders 
Gett1ng Unstuck . How Dead Ends Become New Paths, Timothy Butler 
The Brand You 50, Tom Peters 

FINANCE 
http:Uwww Jrnanbncf.com/cfa/ 
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[If you don t have t1me to read the WSJ in the morning, th1s gives you a summary of imponant news 1tems from financial publications around the world And 1t's free) 
http ~Uwww fins com/Fanance [Wall St reet Journal's F1nancial Careers webs1te) 
http://www.efinanclalcareers.com/ 

http .Uwww. wetfeet.com/Careers--1 ndus tries. aspx 
https Uwww.dainstltute.org/pages/lndex.aspx 
http ~Uwww.afponhne.org/ 

A Random Walk Down Wall Street, Burton Malkiel 
Fooled bv Randomness, Nass1m Tale 

MARKETING 

W!_VW. Razorfish.com [The RozorfishS Report) 
~.Mashable.com [Social Media Guide) 

www.marketingpower.com [American Marketang Association; free papers, webinars) 
www.brandweek.com [BrandWeek) 

www.bcg.com/subscribe/subscribe login.jsp (Boston Consulting Group) 
www.strategy-busaness.com/registration 
http:l/us.lnfores.com/SiteTools/MyiRI/tabid/84/Default.aspx (IRI) 

The Paradox of Chotee Why More is Less, Barry Schwartz 
The Fall of AdvertiSing and the R1se of PR, AI Ries and Laura Ries 

The New Rules o(Marketmg and PR: How to Use Social Media. Slogs, News Releases, Online Video, and Viral Marketing to Reach Buyers Dtrectty, David Meerman Scott 
Inbound Marketing: Get Found Usmg Google, Social Medta, and Slogs, Brian Halligan and Dharmesh Shah 
Sales Promotion: Concepts, Methods and Strateg1es, Robert C. Blattberg and Scott A. Neshn 
A Gwde to Econometncs, Peter Kennedy 

ANALYTICS, OPERATIONS, & STRATEGY 

http.//www.bcg.com/ (Boston Consulting Group) 
http://hbr.org/ (Harvard Business Rev1ew) 

http:Uwww mckinsey.com/insights/mgi.aspx (McKinsey Globallnst•tute) 

http:ljwww.strategy-bus1ness.com/ (strategy+business- published by Booz & Company) 

Blue Ocean Strategy How to Create Uncontested M arket Space and Make Compet ition Irrelevant, W Chan Kim and Renee Mauborgne 
Competing far the Future, Gary Hamel and C.K. Prahalad 
Competitive Advantage, Michael Porter 
Competitive Strategy, M ichael Porter 

Good Strategy Bad Strategy. The D1fference and Why It Matters, Richard P. Rumelt 
Good to Great, J1m Collins 

In Search of Excellence, Tom Peters and Robert Waterman 

The Balanced Scorecard Translating Strategy into Action, RobertS. Kaplan and David P. Norton 
The Block Swan, Nass•m Nicholas Talib 

The Innovator's Dtlemmo. Clayton M . Christensen 
The Innovator's Solution, Clayton M Christensen and M ichael E. Raynor 

The Ten Faces of Innovation: IDEO's Strategies for Defeating the De vii's Advocate and Drivmg CreatiVity Throughout Your Organization. Thomas Kelley and Jonathan 
Littman 

A Whack on the S1de of the Head, Roger von Oech 
The World IS Flat, Thomas Friedman 

Creating a Lean Culture Tools to Sustain Lean Conversions, Second Edmon, David M ann 

Lean Solutions: How Compantes and Customers Can Create Value and Wealth Together, James P Womack and Daniel T Jones 
Lean Thinking: Bantsh Waste and Create Wealth in Your Corporation, James P Womack and Daniel T Jones 
The Black Swan, Nass1m N1cholas Talib 

The Box· Haw the Sh1ppmg Con tamer Made the World Smaller and the World Economy Bigger, M arc Levenson 
The Goal, Eliyahu Goldratt 

The Mach1ne that Changed the World, Jim Womack, Daniel Jones, and Daniel Roos 
The Resilient Enterprise, Yossi Sheffi 

The Southwest Atrlines Way, Jody Hoffer G•ttel 
The Wai-Mart Effect, Charles Fishman 





Professional Documents 

How to Maximize Your Results 

Tippie Template Sample 

Cover Letter Sample 

Thank You Sample 
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YOUR NAME HERE 

l 
T1pp1e 
College of 
Bus1ness 

Street Address, Apartment Number • City, lA Zip Code 

Telephone • E-mail • Linkedln Profile 

Till LINIVI.RSnY or 10\\~ 

HIGHLIGHTS OF QUALIFICATIONS 
• Opportunity to provide overview of your strengths/characteristics that make you uniquely qualified Be specific! 

• Product management expenence spanning d1fferen t st ages of product hfecycle mcludmg 1dea generat ion and market 
definition, opportun1ty assessment, competitive analysis and creating go-to-market strategies 

• International expenence managing client relationships in the United States, Europe and Asia 

EDUCATION 

HENRY B. TIPPIE COLLEGE OF BUSINESS, UNIVERSITY OF IOWA 
Master of Business Administration, Concentration/Academy 

• Honors, GMAT, GPA, Certifications, Assistantships, Leadership of Student Organizations, etc. 

Iowa City, lA 
Month I Year 

• Course highlights, unpaid consulting (eg: Business Solutions Center projects, Marketing F1e ld Stud1es, etc) 

UNDERGRADUATE INSTITUTION 
Degree, M a1or 

• Honors, GPA, Certifications, Athletics, Assistantships, etc. 

EXPERIENCE 

COMPANY NAME 

Position Tit le 

City, ST (or Country) 
Month I Year 

City, ST (or Country) 

Month Year - Month Year 
• Achievements; 2-4 points. Be sure to avoid providing a list of JOB TASKS, but rather try to focu s on results/outcomes 

• You will be encouraged to utilize the STAR format both as it relates to refining the content on your resume, and v..hen you 
begin to start preparing your stories for the interview process 

• Situation/Task; defme a specific project, t ask or issue. ACTION($): What were YOUR contributions, accountabilities, and 
deliverables? RESULTS: What were the outcomes? Achievements of this effort 

COMPANY NAME 

Position Title 

City, ST (or Country) 

07/2005 - 09/ 2009 
• Contacted fi rst-time customers to elicited feedback on purchasing experience; actively listened and responded to product 

concerns, documented issues, and reported to marketing department resulting in higher customer satisfaction 

• Validated biochemica l and toxins purchasing eligibility per federal regulations; required att ention to detail, management of 
large amounts of data, and verification of approval list to validate customers 

• Analyzed spreadsheet of back ordered products; contacted customers to determine shipment procedures lead1ng to increase 
in customer's sa tisfaction based on expedited shipping 

COMPANY NAME 

Position Title 

City, ST (or Country) 

08/2001-06/2005 
• Managed and led team of 7 consultants; responsible for delivery of business intelligence worth $1.8 mill1on annually 

• Optimized and automated vendor on time delivery denvation logic from 10 step to 8 step process, resultmg in 40% reduction 
in on time delivery analysis. Consolidated and standardized vendor calculation across 6 business divis1ons 

• Implemented Busmess Intel ligence Inventory Management to optim1ze inventory and analyze warehouse stocks across 

vanous key parameters 

COM PANY NAM E 

Position Title 

City, ST (or Country) 

05/1999- 07/2001 
• Gamified the serum resulting in increased efficiency of daily meeting, saving team a cumulat1ve 18 hours/week 

LEADERSHIP, ACHIEVEMENTS, UNIQUE TECHNICAL SKILLS OR ACTIVITIES (Pick a Title, this should be edited) 
• L1st Leadership, Personal Achievement, Technical or Specia l Sk1lls, Community Involvement 

• Achievement Award Honor 
• Language Profic1enc1es 

Date 
Date 
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Sample Cover Letter A 
Tipple 
Coll~ge of 
Bus1ness 

THE UNJV£.RSI1Y O F IO WA 

Date 

Dear Hiring Manager (Name if possibleL 

I am seekmg employment with COMPANY Name because reason one and a reason 2- both reasons should 

be w hy it matters to them-the employer. Approximately 2 lines that show case details about the position, 

how you know about it or why you are applying. This shou ld be unique and special to you . Even a little bit 

clever. I know that XYZ COMPANY has a great deal to offer, and I would like the opportunity to grow with 

your office as your JOB TITLE/Full -time capacity/as in Intern. 

A few key qualifications and strengths I offer include the following: 

• Trait & Ability HERE: 3-4 lines which share a situation and result of your abilities of that trait. 

• Trait & Ability HERE: 3-4 lines which share a situation and result of your abilities of that trait. 

• SAMPLE Successful Project Experience: Most recently, as an intern for Takeda Pharmaceuticals, I 

worked on projects aimed at providing supervisors and managers with the necessary resources, such as 

production reports and data analysis, to most effectively manage their employees. I improved 
departmental productivity by optimizing reports and making value-added revisions to existing reports 

to offer more pertinent information. 

A short paragraph that highlights your areas of interest.- list 2-3 here. An additional sentence or two that 

showcases key abilities you have and how you've applied them in past experiences or projects. Finally, a 

statement about what you are in t erms of an employee, leader, and team member. What can they expect 
from you7 I am seeking employment with COMPANY Name because reason one and a reason 2-both 

reasons should be why it matters to them-the employer. Approximately 2 lines that show case details 

about the position, how you know about it or why you are applying I know that XYZ COMPANY has a great 

deal to offer, and I would like the opportunity to grow with your office as your JOB TITLE/Full-time 
capacity/as in Intern. 

I w ould like the opportunit y t o talk to you about the position, my background, as well as, goals and 
expectations we both have for candidate POSITION. I am committed to the success and I appreciate your 

consideration. I can be contacted at (123)123-1234. Thank you. 

Sincerely, 
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Thank You Note 

l 
Tippre 
College of 
Busmess 

Tttt U"'"'l:RSm 01 IU\\" 

Whether you were speaking with an alum, professional contact or an interviewer, a follow up thank 

you note is imperative to closing out the communication. 

Three main points to a post-interview/meeting thank you note: 

1. Thank the person for meeting with you 

2. Mention something you liked or found interesting about the interview 

3. Repeat your interest in the job & mention next steps 

Example: 

Good afternoon [interviewer nameL 

Thank you for taking the time to speak with me yesterday about the [insert posrtion] wrth [rnsert the 

company]. 

It was a pleasure meeting with you, and I truly enjoyed learning more about the role and the company [Add 

something specific about your conversation - i.e. I found it very intriguing that the business analysts have a 

weekly meeting to discuss strategy.] After our conversation, I am confident that my ski lls and expenences are 

a great match for this opportunity. 

I am very enthusiastic about the possibility of joining your team and would greatly appreciate a follow-up as 

you move forward with the hiring process. If you need any further information, please do not hesitate to 

contact me by email or phone. Thanks again, and I hope to hear from you in the near future. 

Best regards, 

[Your Name] 



Notes 
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